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The consumer behaviour had been affected by the evolution of digital technologies and 
internet. Online shopping is becoming more popular, with e-commerce market growth that 
encourages involvement of retailers. However, consumers' satisfaction is still the same as 
they request for a seamless and frictionless shopping experience, an 'Omni-channel supply 
chain'. Retailers need to understand the new phenomenon and how the concept is 
influencing customer purchasing behaviour, especially online shopping. Furthermore, 
several researches had highlighted the importance oflogistics service quality in predicting 
online purchasing behaviour. Thus, this study investigates the relationship on Omni­ 
channel supply chain and logistics service quality in influencing online purchasing 
behaviour. A survey-based approach is used to collect data from consumers about their 
perception. Overall, the study had enhanced the understanding of the relationship on 
Omni-channel supply chain and logistics service quality with online purchasing 
behaviour. In addition, the understanding of online purchasing behaviour in Omni-channel 
context has enabled retailer to allocate resources in designing new strategies. 
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1.1 Background of the Study 
Due to the technological advancement and imbalance of resources between countries, the 
world economy had globalized rapidly, especially through the transfer of expertise and 
knowledge in different field, which intensified the competition between different sectors. 
With the growing competition, companies need to realize that the ability of understand the 
customers is important in fulfilling their satisfaction, especially through sustainable 
competitive service management and technology to efficiently manage the limited market. 
High! y competitive markets required companies to reduce cost and meet customers' 
expectations. 
Over half of the century, Malaysia had sustained quick and comprehensive of economic 
growth. But, it still need to keep up with the developed countries, especially in the service 
sectors (Koen et al., 2017). Besides that, Dato' (Dr.) Hafsah (CEO ofSME Corp.) in 2015 
underlines that Malaysian SMEs must continuously strengthen and develop themselves so 
that they have sufficient capacity and capability to conquer the obstacles and to compete 
with competitor, not only locally, but globally too. 
The application of new technologies such as smart phones and increasing significance of 
online stores such as Lazada have created new opportunities and novel threats for brick & 
mortar retailers (Bernon & Cullen & Gorst, 2016). In Thailand and Malaysia respectively, 
online purchasing has become common internet activity which the usage is higher than e­ 
mail usage, instant messaging and web browsing (Ariff et al., 2014). Online retail sales 
increased from MYRi .0 billion in 2011 to MYR2.4 billion in 2016, with an average annual 
growth rate of 18.5%. In the same period, brick & mortar retail sales sustained an average 
annual growth rate of only 3.2%, increasing from MYR148 billion in 20 1 1  to MYRi 74 
1 
billion in 2016. The double digit of online sales growth rate had indicated that the 
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Figure 1.1:Malaysia Retail Sales Growth Rate (Year on Year) 
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So, it is important for the retailer to understand online purchasing behaviour in this 
competitive and rapidly growing digital market. Supply chain has always study with online 
purchasing behaviour as supply chain is the backbone of e-commerce which direct 
influence to the customer's satisfaction especially for store availability and shipping time 
(Kayikci, 2018). Ergo, the effectiveness and efficiency of supply chain in delivering their 
products and information is essential to sustain and compete in the market. Jack Ma, 
executive chairman of Alibaba Group (2017) had mentioned that companies need to rethink 
their supply chain or their business won't survive the global trend of highly customized 
customer and advancement of internet (Kleinman, 2012). Supply Chain Management is 
process that includes planning, implementing, and controlling efficient, effective 
delivering and returning flow and storing of goods, services and related information 
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between the point of origin and destination to meet requests by customers (Council of 
Supply Chain Management Professional, 2015). 
Nowadays, numerous companies had focused on using supply chain as their competitive 
edge because of its visibility and advantages on end-user and customer (Kearney, 2013). 
There are many researches for logistics industries that are based on marketing theory that 
analyses logistics companies' performance to retrieve higher degree of customer 
satisfaction and loyalty through services quality. Jack Ma, the CEO of Alibaba also had 
mentioned that businesses should be looking forward with the evolution of supply chain to 
become more competitive (Raj et al., 2018). 
As the boundary between online and physical channels is blurred, a new concept, 'Omni­ 
channel' appears, that presents a seamless customer experience regardless of the channel. 
A study by Rosa & Celeste (2012) in Portugal also concluded that launching Omni-channel 
strategy increases market share. It enables businesses to have more competitive advantages. 
Based on the research by Monique et al in 2017, Omni-channel shoppers spend 15-30 
percent more than traditional shoppers and retailers with strong Omni-channel customer 
service strategies having a 91 percent better customer retention rate than those with weaker 
Omni-channel strategies. Customers will evaluate the purchasing process by the logistics 
service quality index. The reputation and evaluation of online retails will be determine by 
customers' perception through logistics service quality. ln other words, logistics service 
quality is an important element in predicting shoppers' behaviour (Grant & Philipp, 2014). 
Therefore, in this paper, we will discover the relationship on Omni-channel supply chain 
and logistics service quality that influences online purchasing behaviour. Understanding 
consumers' perceptions is the key for companies to understand where to allocate resources 
to adapt their logistics operations in executing an Omni-channel fulfilment strategy. 
Similarly, recent investigations into Omni-channel logistics issues highlight the unique 
3 
nature of Omni-channel distribution and the need to explore customer responses to the shift 
from traditional to Omni-channel distribution processes (Jshfaq, Defee, Gibson and Raja, 
2016). 
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1.2 Problem Statements 
Nowadays, communication and information technologies are getting more become 
common among businesses for them to support their business needs for customers' 
satisfaction (Fornari et al., 2016). According to the annual report of SME Corporation 
Malaysia in 2015, there are about 89.1 percent of SME enterprises that had adopted JCT 
tools for business purpose in the presence of e-commerce and economic globalization. 
SME had started to realize the importance of e-commerce retailing in their business. 
However, customers' satisfaction is not improving because they desire seamless, consistent 
and personalized shopping experiences (Huseby et al, 2012). Survey by Malaysian 
Communications And Multimedia Commission (2017) determine there are 76.9% of 
Malaysian are using internet for online activities such as social networking, online 
purchasing and information seeking which had increased every year. Although the 
percentage of online shopping users had increase to 48.8% from 35.3% on previous year, 
but most of the internet users still refuse to purchase online. Consumers reject to purchase 
online due to delivery failure and limitation of payment method. It also had showed that 
online shoppers unwilling to wait for long time. A research that had been done by local 
Chinese media, Nan yang Siang Pau showed that only 10% of consumers are really satisfied 
with online purchasing process and most of the consumers are disappointed for return 
policy, delivery service and options, product condition, payment gateway (Wong, 2016). 
Hans-Peter Ressel, the CEO of Lazada had mentioned that online purchasing behaviour 
should be understand as the growing number of internet users and the greater consumer 
spending through online (Chua, 2017). 
The supply chain system has significantly changed in the last two decades due to the rapid 
development of the e-commerce. To utilize B2C e-commerce opportunities, many 
companies have developed multi-channel customer management, which is: "the layout, 
planning and evaluation of channels to increase customers' value through effective 
5 
purchase intention, loyalty, and exploring new customers" (Fornari et al, 2016). Omni­ 
channel is a concept from an evolution of multichannel consumers who want to use all 
channels such as store, catalogue, call centre, web and mobile simultaneously (Marchet et 
al., 2017). 
The term "Omni-channel" was first introduced in a 2009 study by IDC's Global Retail 
Insights research unit (Ortis & Casoli, 2009), defined as the line between online and 
physical channel being blurred to deliver a seamless customer experience without the 
difficulty of switching between channels (Marchel et al, 2017). In this landscape, new 
supply chain models had developed and assessed the trade-off between process integration 
and separation of different channels so that consumers can ubiquitously access the online 
store from the increasing number of digital devices. They can use all the offline, online and 
mobile channels and touch point which consistently, interchangeably and simultaneously 
during shopping (Verhoefet al., 2015). Piotrowicz & Cuthbertson (2014) and Cao (2014) 
also mentioned that customers are looking forward to consistent and inimitable service 
regardless of which channels and touch points to enjoy enriched brand experiences. The 
model of Omni-channel would be new to the Malaysian enterprise but it had been applied 
by Home Depot from North America in the years 2006 (Bell et al., 2013), which decided 
to restructure its traditional supply chain to Omni-channel supply chain due to the dramatic 
increase of e-commerce market. By applying Omni-channel supply chain, 90 percent of 
the online customer orders can be fulfilled in two working days and customers have various 
ways to shop and pick up their products (Highfield, 2014). Omni-channel shoppers spend 
15-30 percent more than traditional shoppers (Krueger, 2015) and retailers with strong 
Omni-channel customer service strategies have a 91 percent better customer retention rate 
than those with weaker Omni-channel strategies (Murfield et al., 2017). Dato Yasmin 
Mahmood, CEO of Malaysia Digital Economy Corporation in the Malaysia Retail Chain 
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Association Conference 2017 had encouraged SMEs to involve themselves in Omni­ 
channel strategy to avoid foreclosure (Kandasivam, 2017). 
Supply chain is the significant point of any Omni-channel strategy (Murfield et al., 2017) 
and successful strategy is definitely linked to logistics effectiveness (Bhattacharjya et al., 
2016). These places logistics managers on the front line of retailers' struggle for 
competitive differentiation (Murfield et al., 2017) and highlights the need for an improved 
understanding of how best to apply Omni-channel supply chain to encourage consumer's 
purchase intention. 
The concept of the Omni-channel environment establishes new customer behaviour and 
presents new supply chain challenges for companies (Bell et al., 2014; lshfaq, Defee, 
Gibson and Raja, 2016). As an example, there are researches who have pointed out a need 
to further study how the different Omni-channel's touch points might affect customers' 
channel interactions (Verhoef et al., 2015). Similarly, recent investigations into Omni­ 
channel supply chain issues highlight the unique nature of Omni-channel distribution 
(Kozlenkova et al., 2015) and the need to explore customer responses to the shift from 
traditional to Omni-channel supply chain processes (Ishfaq, Defee, Gibson and Raja, 
2016). Additionally, logistics service quality has a direct influence on customers' 
behaviour as customers will purchase the goods if the perceived logistics service quality is 
high (Otsetova & Otsetova, 2017). What logistics service quality means in an Omni­ 
channel supply chain is different than in a traditional brick-and-mortar or pure e-commerce 
distribution model. A study by Monique et al. (2017) also highlighted that customers' 
experience of logistics service quality is critical in Omni-channel context. The difference 
requires managers and researchers to explicitly understand the service requirements of 
unique Omni-channel consumers. 
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Therefore, the primary aim of this research is to examine the relationships on Omni­ 
channel supply chain and logistics service quality that influences online purchasing 
behaviour. There are several studies regarding the online purchasing behaviour of 
consumers' response to the Onmi-channel supply chain. Delft (2013) had mentioned that 
managers for each channel need to play their roles in affecting the shoppers' behaviour and 
understanding the importance of Omni-channel supply chain. Companies need to 
understand the consumer's perception and allocate their resources to modify the supply 
chain operation in applying Omni-channel strategy. Consumers navigate across multiple 
channels so that it can provide seamless experience across the brick & mortar, web, 
catalogue, software application, call centre and kiosks. Numerous studies had investigated 
the influence of logistics service quality towards customers' behaviour (Murfield et al., 
2017). Her study had mentioned that Omni-channel shopper had different understanding 
oflogistics service quality as they are more focused on timeliness. She also mentioned the 
need for more research in logistics service quality and Onmi-channel supply chain affecting 
the online purchasing behaviour. 
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1.3 Research Question 
This research focuses on the following research questions: 
I. What are the determinants influencing the online purchasing behaviour? 
II. What is the most significance determinant in predicting the online purchasing 
behaviour? 
1.4 Research Objectives 
I. To examine the determinants influencing the online purchasing behaviour. 
II. To examine the most significance determinant in predicting the online purchasing 
behaviour. 
1.5 Hypothesis 
1.5.l Omni-Channel Supply Chain 
H1(,): The method of good delivery offered by retailers is positively related to online 
purchasing behaviour. 
H, (b): The method of payment offered by retailers is positively related to online purchasing 
behaviour. 
H1(,): The method of sales return offered by retailers is positively related to online 
purchasing behaviour. 
H1(d): The method of track and trace offered by retailers is positively related to online 
purchasing behaviour. 
1.5.2 Logistics Service Quality 
H2(,): Consumer's perception of the timeliness of logistics service quality is positively 
related to online purchasing behaviour. 
9 
H2(bl'. Consumer's perception of the availability of logistics service quality is positively 
related to on! ine purchasing behaviour. 
H2ccl: Consumer's perception of the condition of logistics service quality is positively 
related to online purchasing behaviour. 
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1.6 Organization of the Thesis 
The study will identify the Omni-channel supply chain that influences online purchasing 
behaviour of the consumers in Selangor. The thesis will investigate the dimension of 
logistics service quality that influences the online purchasing behaviour too. There are 5 
chapters in the thesis which include introduction, literature review, research methodology, 
result and discussion, and conclusion and recommendations. The introduction explains 
how this research emerges, follows by questions and objectives of research, and the signs 
that will be affected by this study. 
Meanwhile, chapter two aims to study the literature review based on the research title. 
Literature study provides support to investigate the relationship between variables used in 
this study. Chapter three discusses the methods adopted. Explanation will cover 
introduction of the chapter, the framework of the study, research design, research method, 
research population, sample of data and method of data analysis. 
In chapter four, the data analysed and study findings will be described in further detail. 
Descriptive statistical analysis, correlation analysis, regression analysis, cheese square 
analysis and cross tabulation will be used by the researchers in interpreting the results, 
summarized in a number of tables to simplify the information generated. Chapter five will 
explain the main finding summarized according to the objectives. At the end of this chapter, 
the theoretical implication, practical and suggested policy will be discussed and 
recommended. 
1 1  
CHAPTER2 
LITERATURE REVIEW 
2. I Introduction 
Literature review is a review of previous studies related to consumer behaviour and Omni­ 
channel. The literature review were performed on the articles that had researches associated 
to Omni-channel either theoretically or empirically. It was found that there are various 
researchers that examined the Omni-channel shopper behaviour while many other studies 
have been conducted to answer questions about the effects of logistics service quality on 
online purchasing behaviour in the traditional supply chain model. The effects may be 
different when it comes to the new model, which is the Omni-channel supply chain. This 
section will elaborate on those previous studies. Literature will be located thrc:ugh the 
keywords such as Omni-channel, channel integration, online purchasing behaviour, 
logistics service quality and consumer behaviour. The works to be taken off are related to 
the topic in the study of the Omni-channel consumer behaviour. 
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2.2 Consumer Purchasing Behaviour 
In previous studies, there are ample of researches to clarify the determinants that could 
predict consumer behaviour. Purchase intention had been defined as a customer's 
willingness to purchase a particular good or service. It also refers to what consumers wish 
to buy (Thamizhvanan & Xavier, 2013). According to Chiew et al. (2014), customers that 
intend to buy the products will have a higher probability of purchasing the goods or service 
than those who do not. The most popular theory that had been applied to explaining the 
consumer behaviour is the theory of planned behaviour (Fishbein & Ajzen 1975; Ajzen & 
Madden 1986; Madden, Ellen & Ajzen 1992). According to the theory of planned 
behaviour, consumer behaviour could be forecasted from its relevant intentions. Intentional 
measures are more effective in predicting when comparing behaviour measures. This is 
because the consumers may neglect their real priority due to their limitations 
(Tharnizhvanan & Xavier, 2013). 
Based on the theory of planned behaviour, it explained on the antecedents that influence 
the consumer's purchasing behaviour. The theory of planned behaviour is one of the most 
popular social psychological models that explained the determinants of the human 
behaviour. In the model, intention is the immediate determinant that influences behaviour. 
In the research of Ajzen (1992, 2005, 2012), intention has a positive relationship to the 
behaviour. There are three kinds of beliefs that had been assumed to be the determinants 
of intention. They are behavioural belief, normative belief, and control belief that are 
influencing the intention variables. Behavioural belief refers to the consideration of the 
outcome whether it is good or bad which may reflect to the products can be receive for the 
same quantity, quality and condition as per requested by customers. Nonnative belief in 
the theory is the consideration of the referent's awareness either individual such as friend 
or working groups. They are the motivations or obstacles for the consumer on whether or 
not s/he will execute the behaviour. The third belief that would influence the human 
13 
intention is the control belief, whereby it is the consideration of preserved element that can 
affect the person's intents to act or not. In other research, control belief also represent the 
probability of difficulties that would be faced when carrying out a certain behaviour 
especially when payment and delivery (K.ianpour et al, 2017). In the study of Kianpour et 
al (2017), control belief had a positive relationship with recycling behaviour such as the 
ease to use recycling facility and resource. 
Besides of the theory of planned behaviour, there are other researchers who studied about 
the consumer behaviour. Based on the research by Mirabi et al (2015), they identified the 
purchase intention as a kind of decision-making process that figures out the reason of 
buying a particular product or engaging on a service. They had stated that the customers' 
purchase process is a complex model. It is always related to their behaviour, perception 
and attitudes. Purchase intention is an effective tool to predict buying behaviour because 
the possibility of the consumer performing the behaviour relies on the strength of their 
intentions. So, the stronger the intention of the customer to perform a certain behaviour, 
the higher the probability that s/he will perform the intended behaviour (Haque et al., 
2015). In order to understand consumer purchasing behaviour, taking their attitude into 
account is necessary for companies to plan for their business strategy and sustain their 
ability to gain business opportunities in the targeted market. This study has applied theory 
of planned behavior to intensify the understanding. 
Besides that, the understanding of consumer's purchasing behaviour is strengthen by the 
study of A. Jalil (2017) that showed behavior is influencing by personal factors and 
situational factors. Personal factors refer to the particulars element from consumers which 
reflect logistics service quality in this study. Situational factors refer to the particulars 
element from relevant retailers which reflect Omni-channel supply chain in this study. The 
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rational of personal factors and situational factors predicting behaviour help to clarify the 
determinants that influencing customer purchasing behaviour. 
2.2.1 Online Purchasing Behaviour 
With the development of internet technology and online applications, consumers could 
easily experience purchasing process through online. Online purchasing had also been 
broadly defined as online shopping or online consumption that shows the process that 
sellers offer goods or services to their consumers while at the same time, delivering key 
information on the goods or services that are being offered (Zhao, 2015; Saleem et al., 
2018). Online purchasing referring to the consumers buy goods or services from seller 
through the internet (Jukariya & Singhvi, 2018; Ahmed et al., 2017). Online purchasing 
had become common consumption trend among buyers especially with the improvement 
of the internet technology and development of e-commerce market. Subsequently, the 
online purchasing behaviour gained a lot attention and loyal followers in the long run from 
the public. There are a lot of researches that had done by scholars on the factors that 
influence online purchasing behaviour. Researchers had studied several reasons that would 
influence online purchasing behaviour such as risk, ease of use, demographic and others 
(Adnan, 2014). The improvement of internet and media further provided the consumers 
with the availability of information and enable sellers to provide different types of services 
(Dorman, 2013). Nowadays, with a few clicks, consumers can simply search for the 
information on goods and service that they are interested in, such as their price and non­ 
price attributes. There are five variables that would influence the purchasing behaviour of 
consumers, which are channel-risk perceptions, price search intentions, search effort, 
evaluation effort and delivery time (Delft, 2013). Customers would search for the product 
characteristics, prices, and review through internet. At the same time, they may buy goods 
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and service and pay for them via an online banking platform and complete their purchases 
via the internet. The e-commerce market has become a platform to sell and buy goods and 
service efficiently. Online channel, for instance, had become an important sales media for 
business (Shahzad, 2015). Its efficiency is further highlighted with the availability of 
products and services 24 hours a day through the internet and this has highly increased the 
popularity of online shopping. Besides that, the internet offers a wide range of variety that 
is consumer-friendly when it comes to products and its applications (Shahzad, 2015). 
In the research ofUzan (2014), she had mentioned that different shopping channels would 
enable different value propositions to be delivered to the customers. Customers could 
experience all of the processes in different shopping channels during the purchasing 
process (Uzan, 2014). The process of purchasing is very similar between an online channel 
and an offline channel. The major difference between the two is the shopping environment 
and medium of communication. During the online purchasing process, customer would go 
through need awareness, information searching process, decision-making process, 
alternative evaluation process and post purchasing behaviour (Chawla et al, 2016). 
The Omni-channel supply chain could provide customers with convenience and interaction 
in their shopping experience. There are many researches that had investigated different 
channels of supply chain towards the online purchasing behaviour (Casey, 2017; 
Pookulangara & Natesan, 2010). In the research of Pookulangara & Natesan (2010), they 
discovered that the online channels have positive relationship to the online purchasing 
behaviour particularly in providing the customer greater opportunities such as information 
searching. The change of Omni-channel supply chain had added complexity in online 
purchasing behaviour by the changes in shopping experience (Casey, 2017) . 
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2.3 Omni-channel Supply Chain 
The evolution of Omni-channel supply chain comes from the concept of multichannel 
supply chain. The increasing types of channel format had made the evolution of the supply 
chain from single to multi and then to Omni-channel. The evolution of the supply chain 
management is aimed to make the consumers' shopping experiences to be convincing and 
provide better services for them (Ailawadi & Farris, 2017). An Omni-channel supply chain 
is the supply chain that provides a boundaryless and coherent buying experience across 
different channels and facilities. From a supply chain perspective, this means that there is 
a high visibility across channels, along with a holistic, centralized view of the path to 
purchase. The integration of the business process functions such as marketing, purchasing, 
operations, and logistics to provide information, products and services to the customers 
that bring added value for customers and other stakeholders. Omni-channel supply chain 
had applied Internet of Things which referring to exchange of data by comprises connected 
devices, people, and machine in order to efficiency and effective improvement (Munshi, 
2017). It is the complexity and flexibility of a supply chain concept that can help it to stay 
competitive in the market. Zhang et al. (2016) stated that the implementation of Omni­ 
channel had affected the supply chain network that aims to increase service quality for 
customers. As an example, Mydin had implement Omni-channel strategies in 2017 that 
offered different method of delivery and payment that could provide maximum capability 
to overcome future challenges (Emily, 2017). 
In an Omni-channel environment, there are different methods of goods delivery such as 
online order and direct deliver, in store order and direct deliver, mobile order and direct 
deliver, online or mobile order and pick up in store, online or mobile order and pick up in 
warehouse and online order and pick up from a certain location (Kraemer, 2015). 
Additionally, peer to peer ride sharing company such as Uber also provide last mile 
delivery services. They had launched successfully in New York, San Francisco and 
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Chicago for goods delivery (Jinks, 2015). The method of delivery is significant to 
predicting online purchasing behavior (Adrita & Shahjahan, 2016; Nabot et al.,2014). 
Payment services are also crucial in Omni-channel context and among the methods that are 
typically offered are bank transfer, online wallet, digital wallet, cash on delivery and credit 
card (Forster, 2017). The payment service that provided by retailer will influencing the 
intention of customer to purchase (Adrita & Shahjahan, 2016; Muhammad et al., 2015; 
Morganti et la., 2014). As the method of payment is not secure, customer will refuse to 
purchase from the retailer. Technologies continue to improve the Omni-channel in the 
dimension of track and trace for goods. The optional method of track and trace is also 
offered by most major retailers through their website, mobile applications and others (Reid 
et al., 2016). The ability of customer to control over their shipments is significant to predict 
online purchasing behavionr(Zalm, 2013). Based on Nylund (2012), an effective reverse 
logistic in retailing may result some benefit especially improved customer satisfaction. 
However, in online shopping ore-retailing, reverse logistic is about the sales return policy 
which provides the ability for customer to return the product which is in the dissatisfied 
condition by referring to the term and conditions that listed in the policy (Vaz et al, 2013). 
In the rapid growth of Omni-channel retailing, the return management is important to 
satisfy the needs of customers. Customers could benefit from one to one exchange, refund 
and even zero shipping charges for goods return (Bernon et al, 2016). Sales Return will 
become significant when the delivered goods were defected, damaged, wrong shipped or 
dissatisfied the customer due to other reasons (Ceok et al., 2017). 
Variable Sources 
Method of Good Delivery Kraemer, 2015; Jinks, 2015; Adrita & Shahjahan, 2016; 
Nabot et al., 2014; Fahad, 2016; Apavaloaie et al., 2015 
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Method of Payment Forster, 2017; Adrita & Shahjahan, 2016; Muhammad et al., 
2015; Morganti et la., 2014 
Method of Sales Return Bernon et al, 2016; Bashir, 2013; Morganti et al., 2014 
Method of Track & Trace Reid et al., 2016; Zalm, 2013 
Table 2 . 1 :  Literature Review of Omni-channel Supply Chain influences on Online 
Purchasing Behaviour 
Customers are increasingly using different types of devices to purchase their goods and 
services at anywhere and anytime. They have the option and luxury of shopping through 
different channels that are provided by retailers such as through catalogue, smartphone, 
online shop and brick & mortar. Furthermore, these different channels that are provided by 
retailers are fully-integrated and provide full interaction with the customers. In the Omni­ 
channel, the inventory information and pricing will be shared across different types of 
channels. 
A survey that was done by Lawrie (2015) stated that 76% of the company's management 
viewed that Omni-channel strategies as top priority in their company in 2015. Business 
retailers that are aware and alert on the importance of Omni-channel supply chain bad 
increased year by year since 2014. Form a marketing perspective, Omni-channel is viewed 
as the management of customer relationships between different channels and touch points. 
It was rated as the top research topie among 80 topics in the marketing service academia 
(Mosquera et al, 20 I 7). The spread of new marketing touch points such as mobile apps and 
online website has offered customers with a new way to communicate with the company. 
Meanwhile, from customer's perspective, Omni-channel could provide them with a more 
convenient option to obtain information and transact with the firm (Mosquera et al, 2017). 
As such, customers could use their preferred channels to purchase goods and services and 
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to communicate with the company for other function such as information survey, seeking 
technical advice, feedback stimulation and availability of the goods. 
The current study is also supported by Nobert & Rygl (2015) that put forth that the 
connectivity and interaction between company and customer are becoming more complex 
and rapid. The behaviour of Omni-channel consumers are becoming more common. For 
example, a purchase process might start when a customer depends on the suggestion of a 
friend, on an online product advertising, or on an offer by the firm. The customer can then 
visit a brick & mortar to test the product. Next, s/he can compare the prices on the website. 
Upon making a decision, s/he can purchase the product at home through mobile application 
or website and wait for the delivery. There are also different methods of payment that can 
be chosen by him/her. S/he can also track the progress of his/her order through their 
smartphones or other devices. Ifs/he dislikes the product, s/he may also choose to return 
the product through multiple different ways such as mailing it back to the reseller or 
returning it to the nearest store. After that, s/he can go online to learn about the features 
and characteristics of the product and the best way to use it. Lastly, s/he can call the service 
centre or visit the retailer's website to give any feedback for the product or the purchase 
process. These situations had been supported by many researchers such as Carroll & 
Guzman (2015), Lipowski & Bondos (2017) and Verhoef et al (2015). They mentioned 
that most consumers use two or more channels to search and survey in the process of buying 
the goods and/or services. So, in this study, the researchers will identify the relationship 
between an Omni-channel supply chain and the customer's online purchasing behaviour. It 
is important for companies to understand the progressiveness of an Omni-channel supply 
chain to their business. Omni-channel supply chain has a positive relationship with the 
customers' online purchasing behaviour as they could enjoy the service along with the 
purchasing process which includes product research and comparison, payment method, 
promotions and discounts and customer service regardless of the channel (Carroll & 
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Guzman, 2015). Nowadays, the new era of customer shows a very different set of 
behaviour to the traditional retail customers. The customers are equipped with better 
information, technology-oriented and expect a more seamless operating procedure from 
retailers. Customers will be loyal to a retailer when it could provide a pleasant purchasing 
experience (Cook, 2014). The research is further supported by Lazaris (2014) for a survey 
among Attiki populations which stated that 44% of shoppers will purchase in an Omni­ 
channel environment, 16% of shoppers are potential Omni-channel shoppers but 40% will 
avoid Omni-channel shopping. Thus, the study will focus on exploring whether Omni­ 
channel supply chain is relevant with online purchasing behaviour. 
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2.4 Logistics Service Quality (LSQ) 
Service quality is a philosophy that is frequently mentioned by researchers and scientists 
as it is very hard to measure and define especially in a marketing component 
(Kavaliauskiene, Arankskis & Litvinenko, 2013; Chin, Soh & Wong, 2013; Sun, Yoo & 
Yang, 2016). Service quality had been identified as an effort to understand from the 
perception of the variance between customer expectations and actual customer service by 
the attributes (Chin, Soh & Wong, 2013). Alemu (2016) explained that expectations of 
service quality not only involve the final outcome of the service but include the process of 
service being delivered. Service quality mainly focuses on the fact that the service provided 
has to meet the customer's expectations and demands and is defined as a variance of terms 
of service provided and expectations of customers on the perceived service (Sun, Yoo & 
Yang, 2016). If the process of the service provided is lower than the expectations of 
customer, thus the customer service quality is unsatisfactory (Kavaliauskiene, Arankskis 
& Litvinenko, 2013 ). 
Based on another study, logistics can be recognized as a competitive advantage to 
companies due to its transparency of the service provided (Chin, Soh & Wong, 2013). So, 
logistics excellence can be measured through logistics service quality that is running 
parallel with the customer satisfaction. These views of logistics service quality could 
provide better definitions and measures for service provided by logistics activities by 
customer based foundation. The roles of logistics service quality need to be implemented 
to measure customers' satisfaction in order to maintain competitive advantages in the 
retailing market (Alemu, 2016). 
There are two different perspectives that were studied on logistics service quality, which 
are objective quality and subjective quality. Objective quality is the perspective ilia! is 
understood from an industrial view. The objective quality will be evaluated based on all of 
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the necessary process flows that need to deliver the service by viewing the service as a 
physical object that can be evaluated and observed by the attributes. Meanwhile, the 
subjective quality is the perspective that understands the service quality from the view of 
the customer (Chin, Soh & Wong, 2013). From this perspective, subjective quality is a 
perspective that consists of a global judgement or sense that is related to the excellent 
characteristics of the service (Alemu, 2016). Customers are key to the success of any 
business, especially when it comes to retailers. Logistics service quality can gain and 
maintain customers in the business by measuring it in terms of the service provided to 
achieve customer satisfaction (Hua & Jing, 2015). 
There are numerous of research about logistics service quality over the last several decades. 
Mentzer and his colleagues in 1989 had initially constructed the logistics service quality to 
measure service provided by companies. After that, Mentzer and his colleagues continued 
to investigate this area which had made up nine different dimensions: personnel contact 
quality, order release quantities, information quality, ordering procedure, order accuracy, 
order condition, order quality, order discrepancy handling, and timeliness (Alemu, 2016). 
However, the dimension of logistics service quality by Mentzer was not suitable in this 
study because the dimension was mainly used to measure business to business. As e­ 
commerce raising, many researchers had study and translate the logistics service quality 
into e-conunerce especially in business to consumer context such as Xing & Grant, 2006; 
Xing et al, 2010; Oflac et al, 2012; Hua & Jing, 2015). 
Among the researchers, there are three common dimensions that are used to measure 
logistics service quality during online retail, which are availability, condition and 
timeliness. That three dimensions had often been used to measure logistics service quality 
(Thai, 2013). Murfield et al. (2017) provided data on the dimensions of service quality such 
as availability, condition and timeliness to be individual element with different levels of 
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importance in an Omni-channel context. Prior literature had proven that online purchasing 
behaviour are driven by availability, condition and timeliness in brick & mortar channel 
and online channel (Grant & Philipp, 2014; Xing et al., 2011). Different types of service 
quality are evaluated by consumers for decision making in purchasing such as availability, 
timeliness and condition. With a top-notch and satisfying service quality, customers can 
make better purchasing decision, which in tum creates a value-added experience for them 
(Bouzaabia et al., 2013). 
2.4.1 Availability 
Availability in the logistics service quality as defined by Steinhart et al. (2013) is the 
obtaining of the sufficient goods to fulfil the amount that is requested by the customers. If 
the goods are lacking of stock or not available to the customers, the latter will not be 
satisfied with the service and has a negative effect on the purchase intention and online 
purchasing behaviour. Availability is also indicated as the inventory capabilities 
comprising the availability of goods to fulfill the customer's demands. It also refers to the 
identification of the goods that are in stock at the moment the order is being placed. 
Moreover, in the research of Thai (2013), it is also indicated that availability is related to 
the information and service provided. For example, the latest information that is provided 
by the company and the service to track and trace the order information. The availability 
also points to the responsiveness to the customers' needs and requirement (Kilibarda & 
Andrejic, 2012). Companies should have the capability to understand the needs and 
requirements of their customers and provide the service and information for fulfil their 
demand (Lin et al, 2014). In the research fore-service quality of logistics services, the 
researchers had mentioned that availability may refer to the existence of a website to 
provide information on products and order to the customers. This is because the customers 
nowadays view website as an important medium to obtain information from and thus, 
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acting as the website visitors, they have the opportunity to interact with the retailer and 
give feedback regarding the product of the company (Akkan et al., 2012). 
Bouzaabia et al. (2013) stated that availability is one of the dimensions that is made up of 
logistics service quality form product, information and services. Product availability is also 
pointed out to have an effect in influencing purchasing behaviour (Steinhat, Mazurka & 
Kamins, 2013). Grant & Philipp (2014) indicated that availability is an important measure 
to reflect purchasing behaviour of shoppers. Hence, this research will study about the 
relationship between availability and online purchasing behaviour. 
2.4.2 Condition 
Some researches stated the importance of the condition of the goods and/or services 
ordered. It is about the punctuality and quality of the order. There are some researches that 
include delivery accuracy and product condition in the dimension of condition for logistics 
service quality (Rahmat & Faisol, 2015). Product condition refers to order condition and a 
part of the goods quality. The condition refers to the delivery of the product where it should 
be in the same quantity, quality and arranged based on the request by the customers (Thai, 
2013). Nowadays, the case of missing items or damage in customers' orders are rampant. 
Most of the errors in shipments are caused by human error before packing the parcel 
(Kennedy, 2011 ). Damaged products during delivery will influence the logistics service 
quality, thus influences the customer behaviour for decision making. If the product is 
damaged, it may divert the attention of the customer to other brands which could provide 
better condition of products (Versa & Subaigo, 2014). 
From the perspective of operation team, the customer order is obviously important to be 
paid attention to, especially if the goods are not received in the right condition as per 
requested (Xu & Jiang & Li, 2013). The process includes ensuring the quality of the goods 
to be as good from the pickup origin until the destination that it needs to be delivered to as 
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requested by the customers (Rahrnat & Faisol, 2015). If the goods are in good quality when 
they reach the customer, it can increase the satisfaction of the consumer which will then 
further encourage them to purchase from the same company (Hua & Jing, 2015). In other 
words, the accuracy of the delivery and the product's condition determines positive 
influence to the purchasing behaviour of the customers. The relationship between the 
condition and online purchasing behaviour of the customers will be studied by the 
researchers in this study. 
2.4.3 Timeliness 
The most important component in the logistics service quality is timeliness that had been 
defined as the receipt of the order by the customer at the agreed time (Chin, Soh & Wong, 
2013; Alemu, 2016). The time for an order to reach the customer includes the delivery time 
and the order handling time and reorder time if the product is out of stock (Versa & 
Subaigo, 2014). Alemu (2016) also defined that timeliness is the duration from the 
purchase order is being made until the receipt of the goods. The concept of timeliness is 
divided into different components such as the options of delivery time and date, the ability 
of fast deliver and on the specific time slot and date (Xing et al., 2011  ). Besides that, 
customers also prefer that the company conld provide them with the availability of flexible 
timeliness based on the request of customer. Due the increasing customer expectations, 
timeliness had been defined as the dimension of logistics service quality that company 
should recognize (Ho et al., 2012). 
Internet had increased the channel of consumer shopping behaviour. It enables the 
customer's order to be processed in a cheaper and faster way by surpassing the time and 
geographical constraints. In the new era of consumers' behaviour, consumers expect high 
requirement for timeliness (Alemu, 2016). In the research ofMurfield et al. (2017), they 
defined that timeliness as the most important factor that leads to the purchase intention in 
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the Omni-channel context. There is a significant relationship between timeliness and 
repurchase intention. If the order can be delivered as promised, customers will have higher 
probability to purchase from the same company (Giovanis et al., 2013). So, we propose 
that the hypothesis of the current study is to examine the effect of timeliness on the online 
purchasing behaviour. 
The researchers had stated that timeliness as well as several conditions such as the goods 
and/or services availability influence the customer's evaluation on logistics service quality 
while improving the dimensions oflogistics service quality such as timeliness, availability 
and condition for the purpose of influence customer purchasing intentions (Perepelk:ina, 
2013). As a summary, the significance of logistics service quality in predicting online 
purchasing behavior as table below. 
Variable Sources 
Availability Steinhart et al., 2013; Gupta,2015; Thai, 2013; Kilibarda & 
Andrejic, 2012 
Condition Murfield et al., 2017; Rao et al., 2011 ;  Rahmat & Faisol, 
2015; Surucu & Ozispa, 2017 
Timeliness Alemu, 2016; Xiaorong et al., 20 1 1 ;  Murfield et al.,2017; 
Kavaliauskiene et al., 2013 
Table 2.2: Literature Review of Logistics Service Quahty mfluences on Online 
Purchasing Behaviour 
2.5 Relevant Framework 
The relevant framework that could provide comprehensive understanding of Omni-channel 
supply chain and logistics service quality are describe in this section. 
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2.5.1 Theory of Planned Behaviour 
In this study, researcher had included theory of planned behaviour by Ajzen (I 992, 2005, 
and 2012) in order to approaching a behavioural study. Ajzen had clarified that a theory 
has to be robust and flexible for additional constructs for an evolution of new theories or 
framework. This study has implanted theory of planned behaviour by Ajzen as 
underpinning theory to reinforce its interdisciplinary approach. The conceptual framework 
will robust with the behavioural beliefs (logistics service quality) and control beliefs 
(Omni-channel supply chain). Researcher also will included the symbiosis perceptive for 





























Figure 2.1:  Theory of Planned Behaviour (Ajzen, 2014; Ajzen, 1991) 
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2.5.2 Symbiosis Perspective 
A. Jalil (2017) framework is generalise of the studies and proposition for future research 
that focuses on recycling behaviour. However, the framework also suitable to be applies in 
this study as underpinning theory since she had claimed that progression of behaviour is 








Figure 2.2: Symbiosis Perspective (A. Jalil, 2017) 
The elements of situational factors are discussing about the operational elements such as 
the method of delivery, payment, sales return and track and trace which are related to the 
design of the purchasing process. Personal factors referring to the perceptions, 
predisposition, belief, norms, religion and culture which match with logistics service 
quality such as timeliness, availability and condition. In the studies of A. Jalil (2017), she 
had examined the important of personal factors and situational factors in predicting 
behaviour. Hence, this study tries to embrace relevant theories and models for developing 
a more compendious and robust framework. 
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2.6 The Development of Framework 
Based on the above rationale, this study aims to explore the relationship of Omni-channel 
supply chain and logistics service quality influencing online purchasing behaviour. 
Therefore, conceptual framework in figure 3. I is proposed to achieve the objectives of the 
study. 
Omni-channel Supply Chain 
Method of Delivery 
Method of Payment 
Method of Sales Return 
Method of track & Trace 







Figure 2.3: Theoretical Framework Adapted from Murfield, Boone, Rutner & Thomas 
(2017) 
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2. 7 The Development of Hypothesis 
To understand online shopping behaviour m regard Omni-channel supply chain and 
logistics service quality, therefore researcher will propose seven hypothesis. Based on the 
literature review discussed above, it is conclude to address hypothesis as below: 
Omni-Channel Supply Chain 
H1(a): The method of good delivery offered by retailers is positively related to online 
purchasing behaviour. 
H1(b): The method of payment offered by retailers is positively related to online purchasing 
behaviour. 
H1(c): The method of sales return offered by retailers is positively related to online 
purchasing behaviour. 
Hi(d): The method of track and trace offered by retailers is positively related to online 
purchasing behaviour. 
Logistics Service Quality 
Hz(al: Consumer's perception of the timeliness of logistics service quality is positively 
related to online purchasing behaviour. 
H2(b): Consumer's perception of the availability of logistics service quality is positively 
related to online purchasing behaviour. 
H2(,)'. Consumer's perception of the condition of logistics service quality is positively 
related to online purchasing behaviour. 
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2.8 Summary 
Referring to some previously conducted studies, it can be concluded that the Omni-channel 
supply chain has a positive influence to the consumers' online purchasing behaviour. This 
research is aimed to provide an understanding on the relationship of an Onmi-channel 
supply chain to the consumers' online purchasing behaviour through logistics service 
quality from the dimensions of availability, condition and timeliness. There are several 
points that will further enhance a consumers' online purchasing behaviour. For instance, 
the seamlessness of touch point in the Onmi-channel supply chain will increase the 
product's availability. Besides that, different channels of Omni-channel supply chains also 
provide several options for consumers to choose from for the fastest duration of shopping. 
Additionally, the integration of Omni-channel supply chain enables the customers to know 
about the product condition such as the status of shipment delivery and quality of the goods. 
Overall, the research could provide a better understanding on the effect of the Onmi­ 




Methodology is a systematic data for gathering techniques. The combination of concepts, 
ideas, theories and assumption will form a good research. This study is to determine the 
relationship of Omni-channel supply chain with purchase intention and which dimensions 
of logistics service quality influence the relationship. In this methodology section, the 
methods used by researchers to collect data to complete their study will be described, 
including the theoretical framework, research design, questionnaire design, research 
population and sampling data, and the methods used to analyse the data too. Next, 
researchers will use Cronbach Alpha method to ensure the credibility of the data for 
independent and dependent variables. 
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3.2 Research Framework 
Omni-channel Supply Chain 
Method of Delivery 
Method of Payment 
Method of Sales Return 
Method of track & Trace 







Figure 3.1 :  Theoretical Framework Adapted from Murfield, Boone, Ruiner & Thomas 
(2017) 
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3.3 Research Design 
Research design is the master plan for a research to enable collection, measurement and 
analysis of data according to the research question. This part will discuss the approach and 
method used in the research. 
In this study, quantitative survey is used as it can compute the problem through generically 
numerical data and transform them to useable statistic (Madrigal & McClain, 2012). This 
method also allows the summary result from the research question to be given with a 
specified degree of confidence, thus proving the existence of relationship between both 
independent and dependent variables. 
In this study, researcher will use descriptive-based research, usually used to collect data 
that describe the characteristics of person, events or phenomena (Sekaran & Bougie, 2013). 
Besides that, it will provide an understanding about the environment given and the accurate 
output for the research question. It is an approach that try to describe fact of environment 
using a systematic method (Locklear, 2012). 
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3.4 Data Collection 
Data collection describes the systematic method used to gather and measure information. 
In this research, primary sources of data will be used to collect data, which is the first hand 
information gathered by the researchers regarding the variables based on the particular 
objective of the study (Sekaran & Bougie, 2013). 
Questionnaire is an efficient tool to gather data through personally administered, mail and 
electronic means. It is a way to parse, compare and predict the attitudes, and opinions based 
on the information in the records of the respondent and their activities. According to the 
University of Portsmouth (2012), questionnaire is replicable and can be used in later studies 
and if the researcher constructed and properly piloted, the findings will be reliable. 
3.4.1 Research Population 
In the beginning of a research, researchers must determine all the population groups to 
determine the sample to spread the questionnaire. According to Sekaran & Bougie, 2013, 
population is the entire group of people or any things that the researchers want to 
investigate. In this study, researcher will choose residents in states Selangor and Wilayah 
Persekutuan Kuala Lumpur as the population. According to Hoseok Kim, CEO of 1 1  street, 
residents in East Malaysian are 2.6 times more likely to shop online than residents in 
Peninsular Malaysians (Ho, 2018). However, the number of internet users in states 
Selangor and Wilayah Persekutuan Kuala Lumpur are highest among other states in 
Malaysia which are 25.5 % or 6.3 million of total 24.5 million internet users based on the 
report of Suruhanjaya Komunikasi dan Multimedia Malaysia Malaysian Communications 
and Multimedia Commission in 20 I 7. Although the number of internet users much more 
than other states, the residents in both states are having a low online purchasing behaviour 
which less than 50% of the internet users are willing to buy though online. Moreover, the 
chosen research area is suitable for study as researcher allowed to access the fieldwork with 
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low research capacity restrictions. Based on the information from Department of Statistics 
Malaysia on 2010 census, the population of states Selangor and Wilayah Persekutuan 
Kuala Lumpur is 8.2 million. The sex ratio of the research population has the similar pattern 
from 2010, which is around 108. 51.7% of Malaysia population are male while the rest 
48.3% are female. 
Figure 3.2:Percentage distribution of the 
population by sex group, 2017 
Adopted from Department of Statistics Malaysia, 
2011 
• Male II Female 
Malaysia is a multi-racial society consisting of three major races; Malay, Chinese and 
India. Research population is made up of different races; 57.1% is ethnic Malay or 
Indigenous, 28.6% is Chinese, 13.5% is India and the rest 0.8% is other ethnics such as 
lban and Kadazan. 
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Figure 3.3:Percentage distribution of the 
population by ethnic group, 2017 
Adopted from Department of Statistics Malaysia , 
2011 
m Bumiputera II Chinese II India • Others 
3.4.2 Research Sample 
The sample approach is part of the population that form the research targets. Researchers 
will choose a part from the both states resident to observe their perception in Omni-channel 
supply chain, logistics service quality and online purchasing behaviour. Next, researchers 
will use the sample's information from the population as the data to be referred. The survey 
involves 980 respondents, chosen randomly. 
Researchers prefer to use sample than population as a data research to save time and money 
because the latter requires many people to circulate the questionnaire. In this survey, the 
sample size is determined based on the matrix table by Krejcei & Morgan (1970) in Sekaran 
& Bougie (2013). The population of this study is 8.2million. Thus, researchers need to take 
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minimum 384 sample which sufficient at a 95 confidence level based on the matrix table 
(Sekaran & Bougie, 2013). In this study, there will be a total of980 samples. 
There are totally two type of sampling techniques which are probability sampling and non­ 
probability sampling. Probability sampling help researchers to select sample from 
population that gives all the individuals in the population equal chances of being selected. 
According to Sekaran and Bougie (2013), researchers can use probability sampling when 
there are a known and none zero chance for being chosen as subjects in the population. The 
sampling frame is unknown as the researcher don't has a complete list of internet users. 
So, probability sampling cannot be applied to the study. The study will be conducted by 
non-probability approach to sampling which the sample will be draw through non­ 
randomized methods. The respondents will be chosen because they are easy to access 
instead of randomization. Thus, non-probability sampling not able to make statically 
conclusion for the populations. However, research still possible to generalise about the 
population by non-probability sampling but not on statistical context (Saunders et al., 2012; 
Arevalo, 2014). Besides that, non-probability sampling also could help research to save 
time and cost. 
In this research, opportunity sampling method is chosen due to the limitations of time and 
cost. It is also called as convenient sampling and Sekaran & Bougie (2013) define it as a 
sampling where the respondents of the target population that meet certain criteria such as 
high accessibility, geographical, availability at the time and willingness to involve in the 
study. It is usually applied in large populations due to the difficulty in collecting data. Alvi 
(2016) mentioned that opportunity sampling is an effective sampling method to represent 
the population. 
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3.4.3 Data Collection Method 
In this study, questionnaire had been chosen as the data coJlection method. Based on 
Sekaran & Bougie (2013), questionnaire is a set of questions for respondents to fi]l in their 
answers to provide researchers the data for further investigation, and it is a suitable method 
to coJlect data in a descriptive study. It is a simple and quick way to obtain data from 
respondents, especially involving sensitive topics which may be uncomfortable. 
Respondents can have sufficient time to ponder on the answers too. 
Questionnaires is an efficient tools to gather data through personally administered, mail 
and electronic means. The survey questionnaire is a way to parse, compare and predict the 
attitudes, and opinions based on the information contained in the records of the respondent 
and their activities. Moreover, according to the University of Portsmouth (2012), 
questionnaires is replicable and can be used in later studies, and ifit is properly constructed 
and piloted, the findings will be reliable too. 
In this study, questionnaires will be distributed through offline and online questionnaire 
(Nulty, 2008). The latter is the cheapest way to get in touch with the greatest number of 
audience. The online questionnaire will be shared in the group of Malaysian population 
through social media such as Facebook. The offline questionnaire, which is paper-based, 
will be distributed in the shopping mall and park in Selangor and Wilayah Persekutuan 
Kuala Lumpur. 
3.4.4 Questionnaires Design 
Here, researchers will explain the process of designing the format and questions in the 
questionnaires to enable data collection from respondents about their perception of Ornni­ 
channel supply chain, logistics service quality and online purchasing behaviour. The 
research adapted the questionnaire from numerous different studies related to this topic 
(Murfield et al., 2013; Lazaris et al., 2014). It consists of Parts A, B, C, and D. Part A is 
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the demographic background of the respondents. Demographic data is very important for 
researcher to gain a better understanding of the audiences and examine the existence of 
different effects for different groups. 
Part Category No. of Questions 
A Respondents Demography 3 
B Views about Omni-channel supply chain 20 
c Views about logistics service quality 12 
D Views through online purchasing behaviour 7 
Total number of questionnaires 42 
Table 3.1 :  Structure of Questionnaire 
Part A: Demographic Respondents 
The demographic background of respondents is broken down to age, gender, and race. The 
questionnaires require respondents to indicate any item related to him or her only. The 
demographic background is important to forecast the online purchasing behaviour in 
previous studies (Sakarya & Sayer, 2013; Saleh, 2016; Akman & Rehan, 2014). The socio­ 
demographic relevant in the investigation of the online purchasing behaviour includes 
gender, age, education and income level. Nevertheless, there are some studies that viewed 
income level and education as too slight to predict online purchasing behaviour (Momani, 
2017). Besides that, there are other factors that should be considered to predict online 
purchasing behaviour such as service quality and ease of shopping (Bhola, 2014). Thus, 
this study will include only age and gender consistent with Ifeanyichukwu (2016) and 
Wong & Mo (2013) which proves the two factors as significant in predicting on line 
purchasing behaviour. Race also will be investigate in the studies as Khatibi & Ismail 
(2006) and Madahi & Sukati (2012) showed that it is the factor that have the most 
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significance with online shopping in Malaysia. Therefore, respondents will only require to 
fill in their age, gender and race in the demographic background. 
Part B Views about Omni-channel supply chain 
Part B consists of 4 parts, aimed to obtain opinion of the respondents towards the method 
of delivery, payment, sales return and track and trace in the Omni-channel context. There 
will be 20 questions for Omni-channel supply chain, consisting of 7 questions about the 
opinion of respondents on method of delivery, 5 questions related to the method of 
payment, 4 questions about the perception of respondents in sales return and 4 questions 
about the method of track and trace. 
Variables No. ofltem Sources 
Method of Delivery 7 Kraemer, 2015; Jinks, 2015; Fahad, 2016; Morganti et 
la., 2014; Bashir, 2013 
Method of Payment 5 Forster, 2017; Nabot et al., 2017 
Method of Sales 4 Nylund, 2012; Vaz et al, 2013; Ceok et al., 2017 
Return 
Method of Track & 4 Reid et al., 2016 
Trace 
Table 3.2: Development of Questionnaire Part Omni-channel Supply Chain 
Part C Views about Logistics Service Quality 
Next, part C consists of 12 questions about logistics service quality, regarding the 
dimension of timeliness, availability and condition. 
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Variables No. of Item Sources 
Timeliness 4 Apavaloaie et al., 2015; Xiaorong et al., 2011 ;  
Murfield et al., 2017 
Availability 4 Nabot et al., 2017; Bashir, 2013; Murfield et al., 
2017 
Condition 4 Xiaorong et al., 201 1 ;  Murfield et al., 2017 
Table 3.3: Development of Questionnaire Part Logistics Service Quahty 
Part D Views about Online Purchasing Behaviour 
Lastly, part D asks 7 questions about the perception ofrespondents on online purchasing 
behaviour by using previous studies (Uzan, 2014; Ayensa et al., 2016; Apavaloaie et al., 
2015; Murfield et al., 2017) Overall, the survey use Liker! scale questionnaire for the 
statements that require respondents to answer. In the parts B, C & D, respondents are 
required to choose between the seven Liker! scales which are (]) Strongly Disagree, (2) 
Disagree, (3) Slightly Disagree, (4) Neutral, (5) Slightly Agree, (6) Agree, (7) Strongly 
Agree as provided in the table below. Liker! scales is often used to measure respondents' 
attitudes towards the statements of questionnaires. Seven Liker! scales are used in the 
research as it provides compromise between the confusing of adequate choices provided 
and enables manageable options for the respondents. Besides that, it is mostly 
recommended from previous studies (Preston & Colman, 2000; Brown, 2011 ;  Hair et al., 
20 1 1 ;  Losby & Wetmore, 2012). 
Score Descriptions 




3 Slightly Disagree 
4 Neutral 
5 Slightly Agree 
6 Agree 
7 Strongly Agree 
Table 3.4: Likert-Scale Score 
3.5 Techniques of Data Analysis 
After all the data had been collected from the respondents, researchers will conduct data 
analysis process, where the data will be keyed into the Statistical Packages for Social 
Science (SPSS) Program version 22.0 by the researchers. Researchers will use the same 
program for data analysis. The data analysis is very important to answer the research 
questions in this study. The objectives of data analysis are to measure the focus of tendency 
and variability, reliability testing and testing for the hypothesis in the study. As finding in 
completing this study, the researchers will conduct reliability testing, multiple regression 
analysis, normative analysis, Pearson correlation analysis and multivariate analysis. 
3.5.1 Data Cleaning 
Data cleaning improves the quality of data by removing incompleteness and errors (Chu & 
llyas, 2016). After 980 sets of questionnaires had been collected from the respondents, 
researchers then check and review them. In the process, researchers need to discard all the 
incomplete questionnaires. No amendment is required as there is no missing data and all 
the questionnaires are in complete set. 
3.5.2 Reliability & Validity Analysis 
In the reliability analysis of this study, the test ofCronbach's alpha is used to measure the 
internal consistency of scale, which is an appropriate tool to test the consistency reliability 
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for multi-scale items (Cavana, Delahaye, & Sekaran, 2001). The value ofCronbach's alpha 
ranges from zero (0) to one(!)  where the alpha value is lower than 0.5 is considered 
unacceptable (Kline, 2000; George & Mallery, 2003; Hair et al.,2003). In this study, the 
criteria below will be used to establish the consistency reliability (Bhatnagar et al.,2014). 
Table 3.5 Cronbach's Alpha 
h ( ) Source : B atnagar et al 2014 
CRONBACH'S ALPHA 
a 2'. 0.9 Excellent 
0.7 s « « 0.9 Good 
0.6 � a <  0.7 Acceptable 
0.5 � a <  0.6 Poor 
a <  0.5 Unacceptable 
If the alpha value of variables are below than 0.5, the variables are considered unreliable 
(Bhatnagar et al., 2014; Hair et al., 2003). Researchers will examine the alpha value by 
assumption as tabled. Reliability test should be determine before the data could be used for 
research (Tavakol & Denerick, 201 1  ). 
The table below shows Cronbach's alpha value for each variables. The table mentions the 
number of items for each variables. The Cronbach's alpha value of the variables can be 
trusted in the study due to the value of all variables exceeding 0. 7 (Bhatnagar et al., 2014 ). 
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Table 3.6 :Summary of Reliability Analysis 
Variables Cronbach's Number of Result 
Alpha Items 
Method of Delivery (IV!) 0.886 7 Good 
Method of payment (IV2) 0.777 5 Good 
Method of Sales Return (IV3) 0.807 4 Good 
Method of Track & Trace (IV4) 0.832 4 Good 
Timeliness (IVS) 0.887 4 Good 
Availability (IV 6) 0.859 4 Good 
Condition (IV7) 0.899 4 Good 
Online Purchasing Behaviour (DV) 0.916 7 Excellent 
. .  
Validity analysis also is important to ensure the measurement tool could measures variables 
accurately (Hair et al., 2009). So, validity should be examined to ensure that scale has 
adequate levels of reliability and judging the concept is one-dimensional (A. Jalil, 2017). 
Before the questionnaire is distributed to the respondents, a pilot test had been conducted 
to ensure the respondents understand the questions in the questionnaire and able to answer 
the questions. Pilot test is a trial that only involves a few respondents, where they will read 
and understand the questionnaires. They will then comment on the confusing and error 
questions (Bartlett, 2013). It can be regarded as a rehearsal for the study that allow the 
researchers to eliminate major error before they go for actual research. In this research, 30 
sets of questionnaire had been distributed to the employees in logistics field and 20 
questionnaires had been distributed to coursemates to gauge their understanding on the 
questionnaires. In the process, ambiguities and confusions can be removed to improve 
public understanding of the questionnaires. After that, the improved questionnaires are 
distributed to the public for data collection. 
3.5.3 Descriptive Statics Analysis 
Data that had been collected enable researchers to analyse and compare the variables 
numerically which improves statistical analysis and data interpretation. The process can 
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produce data collected in the numerical and graphical forms for researchers to understand 
and use the data (Loeb et al., 2017). The data of central tendency such as means, medians 
and mode will provide the pattern of the population which help researchers to gain a better 
understanding. Furthermore, pie charts and line graphs are included to make the data more 
effective for communication (Mathur & Kaushik, 2014). All data collected through the 
questionnaires are interpreted by percentage distribution to provide accurate answer to the 
research questions. 
3.5.4 Normality Analysis 
In the study, researchers will conduct normality analysis for the data. The assumption of 
normality is a requirement for inferential analysis such as correlation and multiple 
regression analysis. Skewness and kurtosis are used in this research for normality test 
(Shukla, 2015). Researchers could observe normality through normality distribution graph. 
There will be zero value for skewness and kurtosis when the observed distribution is 
normal. Positive value of skewness and kurtosis will show distribution as skewed to the 
right while negative value will show the distribution as skewed to the left ( Das & Imon, 
2016). Besides that, researchers will run normality test to observe if the data are normally 
distributed. When the data are not normally distributed, the associated analysis such as 
regression and one way MANOVA are inaccurate (Das & Imon, 2016). 
Overall, researchers had tested all the items in each variables using visual inspection such 
as histograms, normal Q-Q plots and box plots if the sample size is large than 50 (Williams 
& Grajales, 2014). Based on the observation, researchers had observed a bell-shaped curve 
in all the histogram which indicated normal distributions among all the items (Garson, 
2012). 
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3.5.5 Correlation Analysis 
Pearson correlation is a statistical measure for the strength of relationship between two 
numerical data. Therefore, Pearson correlation is used to test the relationship between 
independent and dependent variables (Hall, 2015). The value of Pearson correlation 
coefficient is between -I to (I) .  When the value is closer to 1 or -1, the relationship between 
two variables is stronger. Positive values indicate positive linear relationship between two 
variables while negative values indicate negative linear relationship between two variables. 
However, researchers also need to perform significance test to determine the existence of 
linear relationship, which exist when the significant p-value is less than 0.05 which means 
there is 95% of confidence level (Hauke & Kossowski, 2011). 
3.5.6 Multiple Regression Analysis 
Multiple regression analysis is the set of techniques to study the relationship between 
independent and dependent variables. It is a very advanced tool that could provide an 
understanding about the relationship between variables in numerical statistical data 
(Schneider et al., 2010), enabling the observance of the existence of linear relationship 
between variables and the strength relationship through the numerical data. 
The existence of relationship and strength between independent and dependent variables 
can be observed through the output of SPSS in linear regression model summary. 
Researchers can indicate the strength of relationship through the coefficient of 
determination (r'). Coefficient of determination will explain how many percentage of 
dependents variable that could be explained by the independents variables. The closer the 
coefficient of determination is to one, then the more precise the regression model is (Hair 
et al., 2006; Ferreira & Patino, 2015). Thus, the coefficient of determination in this study 
could determine the percentage of online purchasing behaviour that could be explained by 
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the method of delivery, the method payment, the method of sales return, the method of 
track and trace, timeliness, condition and availability. 
Multivariate analysis of variance (MANOV A) is a useful technique to investigate 
multivariate data of multi-factorial experiments (Yatim & Ismail, 2014). MANOVA tests 
the hypothesis of independents variable in influencing two or more dependent variables. 
Researchers can provide an understanding of the interactions among Omni-channel supply 
chain and logistic service quality using MANOV A. 
3.6 Summary 
Chapter Three interprets the hypothesis that will be tested through different statistical tools 
and techniques. There are five subsections in the chapter; research framework, hypothesis, 
research design, data collection method and process and data analysis techniques and 
process. Researchers will display the frame that explain the relationship between 
independent and dependent variables in section research framework. The independent 
variables can be differentiated to two categories which are Omni-channel supply chain and 
logistics service quality. The method of delivery, payment, track and trace and sales return 
wilt be grouped in Omni-channel supply chain while timeliness, condition, and availability 
will be grouped in logistics service quality. In the hypothesis, researchers will state the 
statement that will be tested based on the research framework. Researchers will briefly 
explain the types of study that will be conducted and how the data will be collected in the 
research design. Researchers will clarify that the questionnaires will be used to collect data 
from the respondents in data collection. Besides that, researchers will have to clarify the 
process of data gathering from respondents. Last part of chapter three explains the 
techniques used by researchers to analyse the data that had been collected. All 
methodologies used in the study had been described and justified in chapter three. Besides 
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that, reliability analysis had proved all the construct measures are reliable to produce 
consistent results for the study. 
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CHAPTER4 
RESULTS AND DISCUSSION 
4.1 Introduction 
This chapter will analyse the data based on the data coding from the 980 questionnaires 
using SPSS version 22.0. In this chapter, the subsections are demographic analysis, 
reliability analysis, and inferential analysis. In demographic analysis, researchers will use 
frequency analysis to show the important information. Besides that, researchers also will 
inputs pie chart so that the data are more visual to the readers. In inferential analysis, 
researchers will use Pearson correlation, multiple regression, and multivariate analysis of 
variance to answer the hypothesis. At the end, researchers will conclude all the information 
in chapter four produced by the SPSS. 
4.2 Demographic Analysis 
In demographic analysis, researchers will explain the demographic information of the 980 
respondents such as race, gender and age. Data analysed by frequency analysis will be 
displayed by pie chart and table. 
4.2.1 Race 
Figure and table below show the races of respondents in the study. There are 50.5% or 495 
Malay respondents, 34.9% or 342 Chinese respondents, 7.9% or 77 Indian respondents, 
and 6.7% or 66 respondents of other races such as Ibans and others minority. Majority of 
the respondents are Malay as the data is similar to the 2010 census by the Malaysia 
Department of Statistics mentioned in the previous section. 
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Freauencv Percent 
Valid Malav 495 50.5 
Chinese 342 34.9 
Indian 77 7.9 
Other 66 6.7 
Total 980 100.0 
Table 4.1 :  Races of Respondents 
FIGURE 4.1: RACE OF RESPONDENTS 
• Malay • Chinese • Indian • Other 
4.2.2 Gender 
Respondents are required to fill in their gender in the questionnaires to differentiate male 
and female from online purchasing behaviour. Table and figure below show the gender of 
respondents. Based on the result, there are 45.3% or 444 male respondents while the rests 
are female. Akhlaq & Ahmed (2016) stated that female are more willing to use the internet 
for online shopping compared to male because of their confidence and interest. 
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Frequencv Percent 
Valid Male 444 45.3 
Female 536 54.7 
Total 980 100.0 
Table 4.2: Gender of Respondents 
FIGURE 4.2 :GENDER OF RESPONDENTS 
•Male • Female 
4.2.3 Age 
Respondent's age are shown in table and figure below. There are 1 1  %  or 108 of 
respondents who are below than 20 years old, while 3.9 % or 38 respondents are above 40 
years old and 19.4 % or 190 of respondents are between 31 to 40 years old. Majority of 
them are between 21 to 30 years old. There are studies that show younger individuals have 
more experience with the internet especially between 25 years to 36 years (Ifeanyichukwu, 
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2016; Mornani, 2017). Older consumers are reluctant to purchase products online due to 
the resistance for change and lack of IT experience. 
Frequency Percent 
Valid <17 24 2.4 
17-20 84 8.6 
21-30 644 65.7 
31-40 190 19.4 
41-55 34 3.5 
>56 4 .4 
Total 980 100.0 
Table 4.3: Age of Respondents 
FIGURE 4.3: AGE O.F RESPONDENTS 
•<17  17-20 •21-30 •31-40 •41-55 •>56 
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4.3 Inferential Analysis 
4.3.1 Pearson Correlation Analysis 
Pearson Correlation analysis examines the relationship between numerous independent and 
dependent variables. Results in table below had indicate the strength of linear relationship 
between variables. In this research, the Sig. (2-tailed) value determines whether the two or 
more variables have statistical significance. If the Sig (2-Tailed) values of the table are 
larger than 0.05, there is no statistically significant correlation between the variables. Thus, 
if the Sig (2-Tailed) value of the table is less than or equal to 0.05, this means that there is 
a statistically significance between variables. 
Online Purchasing 
Behaviour 
OCDe\ivery Pearson Correlation 0.386 •• 
Sil(. (2-tailed) 0.000 
OCPayment Pearson Correlation 0.468 •• 
Sig. (2-tailed) 0.000 
OCSalesRetum Pearson Correlation 0.658 •• 
Sig. (2-tailed) 0.000 
OCTrackTrace Pearson Correlation 0.610" 
Sil(. (2-tailed) 0.000 
LSQTimeliness Pearson Correlation 0.731" 
Sig. (2-tailed) 0.000 
LSQAvailability Pearson Correlation 0.765 •• 
Sig. (2-tailed) 0.000 
LSQCondition Pearson Correlation 0.787" 
Sil(. (2-tailed) 0.000 
***Correlation Significant at the level 0.01 (2-tailed) 
Table 4 .4 :  Pearson Correlation Relationship of IVs and DV 
Using the table above, researchers can answer the hypothesis suggested previously such as: 
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Omni-Channel Supply Chain 
H1caJ: The method of good delivery offered by retailers is positively related to online 
purchasing behaviour. 
H1(b)'. The method of payment offered by retailers is positively related to online purchasing 
behaviour. 
H1(,): The method of sales return offered by retailers is positively related to online 
purchasing behaviour. 
H1(dJ: The method of track and trace offered by retailers is positively related to online 
purchasing behaviour. 
Logistics Service Quality 
H2(a): Consumer's perception of the timeliness of logistics service quality is positively 
related to online purchasing behaviour. 
H2(b)'. Consumer's perception of the availability of logistics service quality is positively 
related to online purchasing behaviour. 
H2(cJ: Consumer's perception of the condition of logistics service quality is positively 
related to online purchasing behaviour. 
According to the Pearson correlation table, researchers can conclude that all the hypothesis 
can be accepted as the p-values are smaller than 0.05 (Hauke & Kossowski, 2011  ). The 
condition oflogistics service quality has the strongest relationship with online purchasing 
behaviour (r=0.787), followed by availability of logistics service quality (r=0.765) and 
timeliness oflogistics service quality (r=0.731 ). After that, the Omni-channel supply chain 
of sales return and track and trace have a moderate relationship with online purchasing 
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behaviour, which is r=0.658 and r=0.610. However, the method of delivery has the weakest 
linear relationship with online purchasing behaviour (r=0.386) while the method of 
payment is the second weakest (r=0.468). All the variables have a positive linear 
relationship with online purchasing behaviour. 
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4.3.2 Multiple Regression analysis 
To examine the interaction between independent variables, researchers will apply multiple 
regression analysis to test the framework by applying the details of independent variables 
on the accuracy of predicting the dependent variables (A.Jalil, 2013). 
Table 4.5:Model Summary 
Adjusted R Std. Error of 
Model R R Square Square the Estimate 
I 0.835' 0.697 0.694 0.43908 
a. Predictors: (Constant), LSQCondition, OCDelivery, 
OCTrackTrace, OCPayment, OCSalesRetum, 
LSQTimeliness, LSQAvailability 
The table above shows that R2is 0.697, meaning that 69.7% of online purchasing behaviour 
( dependent variable) can be explained by method of delivery, method of payment, method 
of sales return, method of track and trace, timeliness, availability and condition 
(independent variables). Based on Moore et al. (2013), R2 >0.7 is generally considered a 
strong effect size. Thus, 0.697 of value R2 showed that the independent variables are strong 
in predicting the trend of online purchasing behaviour. 
Table 4.6 : Anal sis of Variance (ANOVA) 
Sum of 
Model Squares df Mean Square F Sig. 
I Rezression 430.353 7 61.479 318.887 o.ooo' 
Residual 187.394 972 0.193 
Total 617.747 979 
a. Dependent Variable: OnlinePurcbasingBebaviour 
b. Predictors: (Constant), LSQCondition, OCDelivery, OCTrackTrace, 
OCPayment, OCSalesRetum, LSQTimeliness, LSQAvailability 
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According to the table above, the F-value of 318.887 is significant at the 0.05 level. Thus, 
researchers can state that predictor variables such as method of delivery, method of 
payment, method of sales return, method of track and trace, timeliness, availability and 
condition are significant with online purchasing behaviour (P <0.05). 




Model B Error Beta t Sig. 
I (Constant) 0.801 0 . 1 17  6.818 0.000 
Method of Delivery 0.069 0.015 0 . 1 1 5  4.518 0.000 
Method of Pavment 0.030 0.020 0.042 1.465 0.143 
Method of Sales Return 0.030 0.026 0.035 1.142 0.254 
Method of Track & Trace 0.018 0.023 0.022 0.774 0.439 
LSQTimeliness 0.218 0.032 0.246 6.879 0.000 
LSQAvailabilitv 0.129 0.036 0.140 3.608 0.000 
LSOCondition 0.390 0.033 0.393 11.903 0.000 
a. DependentVariable: Online Purchasing Behaviour 
Based on the table above, researchers can form an equation to define the statistical 
significance of dependent variable by each independent variables. 
Equation 
OnlinePurchasingBehaviour = 0.801 +0.069Method of Delivery +0.30 Method of Payment 
+0.30 Method of Sales Return+ 0.180 Method of Track & Trace+ 0.218 Timeliness 
+0.129 Availability+ 0.390 Condition 
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Based on the finding above, method of good delivery is positively influencing online 
purchasing behaviour with B=0.069 and p=0.00 being absolutely significant. The finding 
corresponds with the study of Adrita & Shahjahan (2016) and Nabot et al. (2014). 
Customer could choose their preferred method of delivery for online shopping, which is 
the one with the most comfort (Adrita, 2016). Consumers expect a delivery method that 
deliver fast, conveniently and at low price and time saving (Fahad, 2016). These are the 
major reasons they are willing to shop online (Apavaloaie et al., 2015). Therefore, 
researcher can conclude that hypothesis H, (I) is accepted. 
H1c,J: The method of good delivery offered by retailers is positively related to online 
purchasing behaviour. 
The relationship between method of payment and online purchasing behaviour was 
accepted as the B=0.030 but p=0.143 which is insignificant. Thus, the method of payment 
is not significant factor to predict online purchasing behaviour. However, there are other 
research stated the important of method of payment influencing online purchasing 
behaviour (Adrita & Shahjahan, 2016; Muhammad et al., 2015; Morganti et la., 2014). 
Adrita and Shahjahan (2016) had shown in his research that the dark sides of online 
payment such as difficulty in online payment system and lack of trust and privacy in 
payment system would discourage consumer in online purchasing. So, researcher will 
further test the relationship of method of payment and online purchasing behaviour in 
multiple analysis of variance. 
The next hypothesis was suggested to test the relationship between method of sales return 
with online purchasing behaviour. According to the result in chapter 4, this hypothesis is 
rejected as the B=0.030 and p=0.254 is insignificant. However, there are stndy showing 
that customers will be more likely to buy if the retailer could provide more option of sales 
return, which corresponds with the stndies of Bashir (2013) and Morganti et al. (2014). 
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Consumers will analyse online stores for their return policies and options before they 
purchase any products. So, researcher will continue to test the relationship of method of 
sales return and online purchasing behaviour in multiple analysis of variance. 
The researcher had tested the relationship between method of track and trace with online 
purchasing behaviour. Overall, the method has an insignificant linear relationship with 
online purchasing behaviour as B=0.018 and p=0.439 is insignificant. Due to the pis  higher 
than 0.05, method of track and trace is insignificant to predict online purchasing behaviour 
but there are study had mentioned the important of track and trace in predicting online 
purchasing behaviour. As per review with other studies, the desire of customer to control 
over their shipments had been included as significant factor to predict online purchasing 
behaviour (Zalm, 2013). Hence, multiple analysis of variance will be conducted by 
researcher to determine the relationship of method of track and trace with online purchasing 
behaviour. 
Next, researchers will investigate the relationship between timeliness of logistics service 
quality with online purchasing behaviour. The results show that the timeliness has a 
positive linear relationship with online purchasing behaviour with B=0.218 and p=0.00 as 
absolutely significant. If the shipments could be delivered on time, customers will be more 
likely to buy through online, similar to the findings of Alemu (2016), Xiaorong et al. (2011) 
and Murfield et al. (2017). Timeliness had been highlighted as the most important key to 
drive purchasing behaviour of consumers in United States (Murfield et al., 2017). At the 
same time, it will improve the satisfaction and loyalty of customers and they will be more 
likely to repurchase from the retailers (Kavaliauskiene et al., 2013), indicating that 
timeliness of logistics service quality plays an important role to predict the online 
purchasing behaviour. Hence, hypothesis H, (2) is accepted. 
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H2(,J: Consumer's perception of the timeliness of logistics service quality is positively 
related to online purchasing behaviour. 
The relationship of availability of logistics service quality with online purchasing 
behaviour is tested through the sixth hypothesis. Results in chapter 4 showed that 
availability has a positive linear relationship with online purchasing behaviour, with that 
B=0.129 and p=0.00 being absolutely significant, in line Steinhart et al. (2013). 
Researchers confirmed that purchasing decision is triggered by the availability of the 
product which the consumers could decide to buy or otherwise. Gupta (2015) also indicated 
that product availability is the most important factors as online shopping will be convenient 
for consumers to find products. From this research, we can see that high involvement of 
availability in the construct for online purchasing behaviour that align with findings of 
other researchers (Steinhart et al., 2013; Murfield et al., 2017). So, researcher can 
concludes that hypothesis H2(bl is accepted. 
H2(bl: Consumer's perception of the availability of logistics service quality is positively 
related to online purchasing behaviour. 
Lastly, the relationship between condition of logistics service quality with online 
purchasing behaviour had tested with a strongest positive linear relationship among 
independent variables, and the correlation value of influencing online purchasing 
behaviour is B=0.390 and p=0.00, which is significant, proving that customers will be more 
likely to buy if the order and product condition are always perceived as positive. The result 
is parallel to findings of other studies that customers will be loyal to purchase if retailers 
could always provide products in good condition when they buy online (Murfield et al., 
2017; Rao et al., 2011 ). Furthermore, Rao et al. (2011) stated that condition had influenced 
consumers' behaviour in terms of purchase, repurchase, and switching intentions. Order 
condition also have an indirect relationship to influence purchasing behaviour of 
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consumers (Surucu & Ozispa, 2017). So, researcher can concludes that hypothesis H2(,J is 
accepted. 
H2(,J: Consumer's perception of the condition of logistics service quality is positively 
related to online purchasing behaviour. 
According to the result above, the method of delivery has a positive and significant impact 
against online purchasing behaviour (Beta=0.069). The beta of method of payment, sales 
return and track & trace are 0.030, 0.030, 0.018 while the variables are not significant as P 
is larger than 0.05 (P=0.143, P=0.254, P=0.439). Due to the insignificant value, these 
variables may not be the predictor factors but they show significant relationship in Pearson 
correlation analysis, and they serve more as underlying rather than predictor factors. Thus, 
researchers will run multivariate analysis of variance to determine the characteristics of 
variables. 
From the aspect of logistics service quality, the variables show great impact on online 
purchasing behaviour with timeliness (beta=0.218), availability (beta=0.129) and condition 
(beta=0.390) and the variables being absolutely significant (P=0.000). Condition, having 
the larger effect on the online purchasing behaviour, indicates that every unit that increase 
in condition will increase 0.390 in online purchasing behaviour. 
4.3.3 Multiple Analysis of Variance 
Previously, researchers had shown that independent variables (method of payment, 
delivery, sales return, track & trace, timeliness, condition and availability) are significant 
in predicting online purchasing behaviour. The result in previous section had the models 
playing a significant role in influencing online purchasing behaviour, though the method 
of payment, track and trace and sales return are not significant in the model. However, 
there are previous studies that tested and highlighted the significance of the method of 
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payment, sales return and track and trace in predicting online purchasing behaviour (Adrita 
& Shahjahan, 2016; Morganti et al., 2014; Kleinman, 2012). Thus, researchers will apply 
multiple analysis of variance to test the interdependency of the variables towards online 
purchasing behaviour. According to Tabachnick et al. (2001) and Hair et al. (2010), 
multivariate analysis is suitable in describing the relationship between a single outcome 
variable and a set of predicting variables. 






Table 4 .8 :  Box's Test of Equality of Covariance Matrices 
There is a requirement to check the assumption of homogeneity of covariance using p > 
0.01 as criteria (Hair et al., 2010). According to the table box's test, the result show Box's 
M (2916.78) as significant (P <0.01), which shows that there are significant differences 
among the method of payment in the covariance matrices. Although the p-value was 
considered lower than 0.0 I ;  the analysis preceded to Wilks Lambda as an adequate test to 
nse. This study had surpassed the minimum sample size which is 91, as suggested in Hair 
et al. (2010) and Tabachnick et al. (2001) for multivariate analysis. 
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Table 4 9 · Multivariate Tests Table 
Effect Value F Hypoth Error df Sig. 
esis df 
Intercept Pillai's Trace 0.976 6511 .757 6.00 949.00 0.00 
Wilks' Lambda 0.024 651 l.757 6.00 949.00 0.00 
Payment Pillai's Trace 1.452 12.185 150.00 5724.00 0.00 
Wilks' Lambda 0.132 15 .310 150.00 5565.32 0.00 
Based on the table above, MANOVA results had shown that method of payment had a 
significant relationship among dependent variables which Wilk's A. =0.132, F{l50, 
5565.3)= 15.31,  p <0.001. To gain an understanding for the particular dependent variables 
that are affected by method of payment, researchers will examine the univariate results. 
Table 4 . 10 :  Multivariate Tests (Between Subjects) 
Source Dependent Type III df Mean F Sig. 
Variable Sum of Square 
Sauares 
Payment Delivery 915.952 25 36.638 43.337 0.000 
Sales Return 407.881 25 16 .3 15  36.735 0.000 
TrackTrace 411.990 25 16.480 28.562 0.000 
Timeliness 209.833 25 8.393 13.899 0.000 
A vailabilitv 262.076 25 10.483 21 .518  0.000 
Condition 225.044 25 9.002 21.231 0.000 
Total 150 
There is a significant difference for all the dependent variables; method of delivery, F (25, 
150) = 36.64, p <0.001; method of sales return, F (25, 150) = 16.32, p <0.001; method of 
track & trace, F (25, 150) = 16.48, p <0.001; timeliness, F (25, 150) = 8.39, p <0.001; 
availability, F (25, 150) = 10.48, p <0.001; and condition, F (25, 150) = 9.00, p <0.001 
reveals that method of payment has a significant relationship on all the dependent variables 
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(method of delivery, sales return, track & trace, timeliness, availability and condition) in 
influencing online purchasing behaviour. Besides that, the findings correspond with the 
studies of Adrita & Shahjahan (2016), Muhammad et al. (2015) and Morganti et la. (2014), 
which proved that method of payment influences the online purchase behaviour because 
consumers are concerned with the reliability and security of payment system (Nabot et al., 
2015). Hence, researcher can concludes that hypothesis H1(b) is accepted. 
H1(b)'. The method of payment offered by retailers is positively related to online purchasing 
behaviour. 






Table 4.11  :  Box's Test of Equality of Covariance Matrices 
The analysis then test the significant effect of method of sales return on all the dependents 
variables (method of delivery, method of payment, method of track & trace, timeliness, 
availability and condition). The homogeneity test had been tested in table above and it 
shows that Box's M (1549.83) is significant (p < 0.01), indicating significant difference 
among the method of sales return in the covariance matrices. 
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Table 4.12 : Multivariate Tests Table 
Effect Value F Hypoth Error df Sig. 
esis df 
Intercept Pillai's Trace 0.969 5015.988 6.00 954.00 0.00 
Wilks' Lambda 0.031 5015.988 6.00 954.00 0.00 
Sales Pillai's Trace 1.498 15.959 120.00 5754.00 0.00 
Return Wilks' Lambda 0.102 22.269 120.000 5521.00 0.00 
A one way MANO VA reveals a significant multivariate main effect for method of sales 
return, Wilk's :>.. = 0.102 F(l20, 5521) = 22.27, P < 0.001. Given the significance of the 
overall result, the univariate main effects are then examined. 
s bi t ) T bl 4 13 M If . t T t (B tw a e u rvana e es s e een u nee s 
Source Dependent Type III df Mean F Sig. 
Variable Sum of Square 
Squares 
Sales Delivery 494.470 20 24.723 19.307 0.000 
Return Pavment 505.739 20 25.287 35.372 0.000 
Track Trace 530.732 20 26.537 58.950 0.000 
Timeliness 478.363 20 23.918 74.574 0.000 
Availability 448.430 20 22.422 77.235 0.000 
Condition 432.212 20 21 .611  105.029 0.000 
Total 120 
Significant univariate main effects for method of sales return are obtained for method of 
delivery, F (20, 120) = 24.72, p <0.001; method of payment, F (20, 120) = 25.29, p <0.001; 
method of track & trace, F (20, 120) = 26.54, p <0.001; timeliness, F (20, 120) = 23.93, p 
<0.001; availability, F (20, 120) = 22.42, p <0.001; and condition, F (20, 120) = 21 .61 ,  p 
<0.001, revealing that method of sales return had a significant relationship on all the 
dependent variables ( method of delivery, method of payment, method of track & trace, 
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timeliness, availability and condition) that could lead to weaker or stronger of online 
purchasing behaviour. Based on the findings of Morganti et al. (2014), the method and 
condition of sales return in Germany is highly recommended in predicting online 
purchasing behaviour due to the trends in Germany that e-consumers have the habit of 
ordering a wide range of items then returning most of them, especially the fashion items. 
Hence, hypothesis Hie,) is accepted. 
H1c,i: The method of sales return offered by retailers is positively related to online 
purchasing behaviour. 
Box's Test of Equality of Covariance Matrices" 





Table 4 . 14 :  Box's Test of Equality of Covariance Matrices 
Method of track and trace will be analysed using multiple analysis of variance too. The 
MANOV A identifies the significant difference within method of track and trace. 
Researchers tests the assumption of homogeneity and found that Box's M (1404.887) is 
significant (P < 0.0 I), per table above, revealing significant differences among the method 
of track and trace in the covariance matrices. 
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Table 4 15 · Multivariate Tests Table 
Effect Yalu F Hypoth Error df Sig. 
e esis df 
Intercept Pillai's Trace .970 5081.256 6.00 956.00 0.00 
Wilks' Lambda .030 5081.256 6.00 956.00 0.00 
Track& Pillai's Trace 1.35 15.570 108.00 5766.00 0.00 
Trace 5 
Wilks' Lambda . 155 19.522 108.00 5486.07 0.00 
The multivariate effect is significant for track and trace, Wilk's ")... = 0.155 F(I 08, 5486.07) 
= 19.52, P < 0.001. The univariate main effects are examined by the given significance of 
the overall finding. 
s bi t ) t T  t ( B tw  T  bl 4 16 M lti a e u vana e es s e een u nee s 
Source Dependent Type III df Mean F Sig. 
Variable Sum of Square 
Squares 
Track& Delivery 449.045 18 24.947 18.826 0.000 
Trace Payment 468.075 18 26.004 34.553 0.000 
Sales Return 467.711 18 25.984 68.625 0.000 
Timeliness 441.753 18 24.542 68.522 0.000 
Availability 408.147 18 22.675 68.376 0.000 
Condition 289.949 18 16.108 45.585 0.000 
Total 108 
Univariate tests show that there are significance differences across method of track and 
trace on method of delivery, F (18, 108) = 24.95, p <0.001; method of payment, F (18, 108) 
= 26.00, p <0.001; method of sales return, F (18,  108) = 25.98, p <0.001; timeliness, F 
(18, 108) = 24.54, p <0.001; availability, F (18, 108) = 22.68, p <0.001; and condition, F 
(18, I 08) = 1 6 . 1 1 ,  p  <0.001. Thus, there is an interaction between the dependent variables 
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(method of delivery, method of payment, method of sales return, timeliness, availability 
and condition) and the independent variable (method of track and trace). Customers will 
be more likely to buy if the retailers could provide sufficient method for customers to track 
and trace their order. This finding indicates that high level of method of track and trace 
gives better encouragement for the customers to make a purchase, consistent with the 
researches which revealed that method of track and trace is significantly related to online 
purchasing behaviour. Tracking directly by the company's website, email or text 
notifications are the most critical tracking service for customers (Zalm, 2013) .. Customers 
had also viewed that mobile are important in track and trace method, as they want text 
notifications using tracking number and text alerts of when their shipment will be delivered 
(Kleinman, 2012). So, the hypothesis H1(d) is accepted. 
H11dJ'. The method of track and trace offered by retailers is positively related to online 
purchasing behaviour. 
To summarize, the interaction between underlying factors of online purchasing behaviour 
is narrowed to the variables that influence online purchasing behaviour. This study has 
shown that the variables do not only influence online purchasing behaviour but interact 
with other variables to influence online purchasing behaviour too. The multivariate tests 
show that factors such as method of payment, sales return and track & trace have a 
significant relationship with other variables to influence online purchasing behaviour. 
4.4 Summary 
Chapter 4 had presented all the findings from respondents in studying the relationship and 
impact of independent variables on online purchasing behaviour. The demographic 
characteristics ofrespondents had been shown in the demographic analysis by frequency 
analysis. Inferential analysis that included Pearson correlation analysis, multiple regression 
analysis and multivariate analysis of variance had been used by the researchers to test the 
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hypothesis. Researchers can then do further discussion in next chapter using the findings 
generated in this chapter. 
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CHAPTERS 
CONCLUSIONS AND RECOMMENDATIONS 
5.1 Introduction 
After presenting the results generated by demographic analysis, reliability analysis and 
inferential analysis in previous chapter, this chapter will conclude and provide 
recommendations for future studies or related operations. Thus, this chapter will present 
recapitulation, conclusion of the study and recommendations. Researchers will highlight 
the research questions using the results in the previous analysis. 
5.2 Recapitulation of the Study Findings 
Overall, the research was conducted to investigate the relationship on Omni-channel supply 
chain and logistics service quality with online purchasing behaviour in Malaysia that could 
contribute to the growth of SME. A regression framework of Omni-channel supply chain 
which are method of delivery, payment, sales return and track & trace and logistics service 
quality which are timeliness, availability and condition was suggested to investigate 
relationship with online purchasing behaviour. 
There are previous researches conducted in other countries, focusing on identifying the 
similarities and differences of results with other countries such as Portugal and China. The 
findings of the research will conclude the relationship of Omni-channel supply chain and 
logistics service quality on online purchasing behaviour. 
Researchers had used SPSS version 22 to evaluate the findings to produce the results. 
Pearson correlation and multiple regression analysis had been used to investigate the 




Researchers conduct the study to investigate the relationship on methods of Omni-channel 
supply chain such as delivery, payment, sales return and track & trace and dimension of 
logistics service quality such as timeliness, availability and condition with online 
purchasing behaviour among Malaysians. This study provides results on the relationship 
of the independent variables with dependent variables, which is online purchasing 
behaviour. A concept framework had been used to present how Omni-channel supply chain 
and logistics service quality affecting online purchasing behaviour. In correlation, 
researcher had found all factors have positive significant relationship with online 
purchasing behaviour which consistent with Murfiled et al, 2017. Discussion for the 
research questions will be as followed. 
I. What are the determinants influencing the online purchasing behaviour? 
II. What is the most significance determinant in predicting the online purchasing 
behaviour? 
5.3.1 RQl: What are the determinants influencing the online purchasing behaviour? 
The first research question was related with the factors that influencing the online 
purchasing behaviour. Based on the findings in chapter 4, researcher had tested for all 
hypothesis that all the variables are significant to predicting online purchasing behaviour. 
It may be concluded that Omni-channel supply chain (method of delivery, method of 
payment, method of sales return and method of track and trace) and logistics service quality 










Figure5. l :  Conceptual Framework of Omni-Channel Supply Chain and 
Logistics Service Quality in predicting Online Purchasing Behaviour 
As a conclusion, this study had proved the framework is significant in predicting online 
purchasing behaviour. Researchers also provide the findings on how the independent 
variables interact with each other to influence online purchasing behaviour. 
5.3.2 RQ2: What is the most significance determinant in predicting the online 
purchasing behaviour? 
Based on the result above, condition of logistics service quality is the most significant 
factor that influence online purchasing behaviour but we also shouldn't neglect the 
influence of other variables. The results had showed that online purchasing behaviour will 
increase by 0.39 when condition increase by I. Consumers are having high expectations 
on the condition of the product will be arrived as per requested. Consumers will be intent 
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to purchase when the online vendors have the ability to deliver the product in the same 
quality, quantity and arranged based on the request of the consumers. Nowadays, the trend 
of online shopping has become a part of life, thus companies need to fully utilize the 
distribution channel through online. The findings had shown that Omni-channel supply 
chain should be applied to the business model to fulfil customers' needs. Customers look 
forward to a seamless and holistic purchasing experience without limitation of channels 
' 
because of the technological advancement (Ayensa et al., 2016). However, researcher also 
had shown the importance of logistics service quality such as timeliness, availability and 
especially condition consist in Omni-channel context towards the influence of online 
purchasing behaviour. Thus, the understanding of the perception in online shopping is 
crucial for companies to make the right strategies and decisions to encourage and attract 
more customers to purchase via online (Murfield et al., 2017). Furthermore, this study also 
had provided a direction for future studies that focused on Omni-channel context and 
considerations of logistics service quality in the supply chain that could empower demand 
of customers. 
5.4 Theoretical Implications & Contribntions 
From the theoretical perspectives, the study had offered a better comprehension of 
individual's online purchasing behaviour, specifically the residents in state Selangor and 
Wilayah Persekutuan Kuala Lumpur. Based on the conceptual framework, it shown to be 
applicable to the findings of the research upon how the online purchasing behaviour is 
affected by Omni-channel supply chain and logistics service quality. Therefore, this study 
had contributed to the study of Omni-channel supply chain with online purchasing 
behaviour which are limited attention. The results of the research are align with the findings 
of previous studies which related with online purchasing behaviour. Positive consumers' 
perception of Omni-channel supply chain and logistics service quality lead them to have 
more online purchasing behaviour. Therefore, this study provides support for the key 
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factors as Omni-channel supply chain and logistics service quality predicting online 
purchasing behaviour. 
One of the major signification for this study was inclusion of relevant theories such as 
theory planned behaviour and symbiosis perspective framework into a robust framework. 
The adoption of multiple theories promote a better comprehension of framework that 








Figure5.2: Conceptual Framework of Omni-Channel Supply Chain and 
Logistics Service Quality in predicting Online Purchasing Behaviour 
Eventually, this study has proved that theory planned behaviour and symbiosis perspective 
would be an effective theory in predicting the online purchasing behaviour, and hence it is 
applicable in studies which focused on individual's online purchasing behaviour. Lastly, 
the study also contributes the applicability of the framework in non-western context. Most 
of previous studies on online purchasing behaviour are commonly carried in western 
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countries such as Murfield et al. (2017). This study had provided a comprehensive 
understanding from Murfield et al. (2017) which claimed the relationship of logistics 
service quality and channel type in predicting consumer behaviour. The study ofMurfield 
is conducted in United States had showed that timeliness is the most significant 
determinants in predicting consumer behaviour while this study had showed that the 
important of condition in predicting consumer behaviour. These showed different context 







Figure 5.3: Framework ofMurfield et al. (2017) 
The results of the study showed the determinants and explanations of the phenomenon 
which present to understanding developing countries especially Malaysia. 
5.5 Practical Implications & Contributions 
The study has numerous practical and managerial implications for individual consumers 
and practitioners with e-commerce operations. This study benefit to individual consumers 
by spreading the advantages of online shopping such as high accessibility, availability of 
alternative choices (Jukariya & Singhvi, 20 I 8). Besides that, online shopping also could 
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reduce time and effort of consumer compare to shopping through brick and mortar. The 
study is also remind customer about the trend of online shopping and other shopping 
options instead of in-store traditional shopping. 
Next, the research also provides online vendors such as Lazada, 1 1  Street, Zalora about the 
trend of online shopping and be prepare for the era. Before or during the period, it is 
important for online vendors understand the influences of Omni-channel supply chain and 
logistics service quality on online purchasing behaviour. Consumers are the fundamental 
revenue-generating assets for online vendors. Accordingly to the result, online vendors 
should implement Omni-channel supply chain to encourage consumers for online shopping. 
In the same time, online vendors also should ensure the service provided should be satisfied 
by consumers in order to stimulate buying behaviour of consumers. If the online buying 
experience full ofbonndaries and the logistics service provided is not satisfied, consumers 
may feel discourage to shopping (Ahmed et al., 2017). Drawing the findings of the research, 
online vendors are proposed to pnt more effort to provide seamless buying experience and 
improving logistics service quality as it play a critical role in influencing consumers' 
intention to purchase. Online vendors can differentiate them with competitor by add 
meaningful and valued strength through allocating more resources to ensure the superior 
e-service is provided. 
Besides that, the findings of the study should be referring by local authority such as 
Malaysian Communications and Multimedia Commission (MCMC) and SME Corporation 
Malaysia for future planning policies. The agencies can formulate the strategies to 
encourage small and medium enterprise practice for Onmi-channel supply chain in order 
to grab the market share without neglecting logistics service quality. In the future, the use 
of online channels will increase because the number of internet users also increases. Taken 
together, these findings suggest a role for agencies in promoting the use of online channels 
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in brick-and-mortars shops. A few years from now, successful retailers can be found online 
and offline. This finding has important implications for developing strategies for retailers. 
5.6 Limitation and Recommendation 
This study was conducted at the State of Selangor in Malaysia. It analysed the effect of 
Omni-channel supply chain to the online purchasing behaviour among its populations 
while investigating the dimensions of logistics service quality that influence of the online 
purchasing behaviour among its populations. This study was restricted to the inhabitants 
of Selangor and Wilayah Persekutuan Kuala Lumpur. This study covered data from a 
survey questionnaire as a method of collecting data. The total respondent for this study was 
980 populations. Some sample of questionnaire was distributed. Besides that, online 
questionnaire was shared through social media such as Facebook too. Based on the 
limitations of the research, researchers would suggest several directions in future studies 
as below: 
5.6.1 Longitudinal Research 
Due to the limited period for study, researcher only could conduct a study which merely 
records data about online purchasing behaviour of respondents within a timeframe. The 
results from the study might not be accurate as a longitudinal research and unable to show 
the symbiosis effect between the variables influence online purchasing behaviour. In the 
future, the study of the relationship on Omni-channel supply chain and logistics service 
quality with on line purchasing behaviour could be conducted in the form of longitudinal. 
Researchers could observe the relationship on Omni-channel supply chain and logistics 
service quality influencing online purchasing behaviour over different lengths of time. 
During the longitudinal research, research can explore how, when and why the Omni­ 
channel supply chain and logistics service quality could influence the online purchasing 
behaviour. 
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5.6.2 Implantation of Mediating Factors 
In this study, researcher only focuses the relationship oflogistics service quality and Omni­ 
channel supply chain influence online purchasing behaviour. There are other underlying 
factors which may influencing on the online purchasing behaviour. So as per discussed, 
there are still other factors that influence online purchasing behaviour. Thus, other 
researchers are recommend to include mediating factor that could better explain the 
relationship on Omni-channel supply chain and logistics service quality towards online 
purchasing behaviour. 
5.6.3 Alternative Data Collection Methods 
Besides that, online survey, though preferable, comes with inherent limitations as the 
respondents may not answered honestly, causing unavoidable result bias by uneven 
respondent's distribution (Gao et al., 2013). Moreover, researchers are not able to 
recognize and avoid double entries easily. However, online survey is effective and cost­ 
efficient (Skarupova, 2014). 
Researchers may use field observations to gain a better understanding and capture the 
context upon the behaviour of people (Jarnshed, 2014). Researchers need to gain a better 
understand of complex human phenomena rather than using self-administered 
questionnaires. 
5.6.4 Larger Sample Size 
Despite the limitations such as deficiency, situations or wallflower, it had been discovered 
that Omni-channel supply chain and logistics service quality does influence online 
purchasing behaviour. Simon (2011) mentioned that any limitations that might influence 
the results shall be discussed in a report. The limitations faced by the researchers was 
sample limitations as it was conducted in Malaysia, which is divided to West and East 
Malaysia (Sabah and Sarawak). However, data was only collected among the residence of 
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West Malaysia. The difference in culture may have varied the findings, resulting in the 
ineffectiveness of conclusion. 
Besides that, future researches can increase the sample size to generate a more accurate 
and representative results too. Based on the law of large numbers, sample mean will be 
more equal to the population mean if the sample size is larger (Saunders et al., 2009). 
Besides that, the samples should consist of the population from different geographical 
locations from Malaysia. The perceptions of populations of different geographical 
locations toward online purchasing behaviour may vary. Therefore, future researcher could 
investigate the relationship of independent and dependent variables in different area to 
provide a deeper understanding. 
5.7 Conclusion 
Overall, this chapter had provided the discussion based on the data. This chapter had shown 
that the perceptions on Omni-channel supply chain and logistics service quality influence 
online purchasing behaviour. In the last part, there are also some suggestions for other 
studies that can be conducted to improve the accuracy and consistent of the findings 
because Omni-channel supply chain will be the trend for the future of online shopping. As 
Jeff Bezos, CEO of Amazon qnoted: "We see our customers as invited guests to a party 
and we are the hosts. It's our job to make the customer experience a little bit better."(2004). 
It showed why the companies are dynamic to improve customer experience. This study had 
showed the understanding of online purchasing behaviour in regard of Omni-channel 
supply chain and logistics service quality. 
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Omni-Channel Supply Chain 
Ar, lrn,estig.atian of the Relationship between On'ridwwlel � Chain and logistics Service 
Ouaity lnlluence Online P�asing Behavior 
This survey conta'ins a PcllCode On:w mP::roof ooro) on lhe last page 
• Required 
1 . � �  






Mark only one oval. 
o Male 
O Female 
O Below 17 yeao; old 
0 17 - 2D )IIM'5 old 
O 2 1 - ao ,..... old  
0 31 -40,....,. old 
0 4 1 - 56 ,...,. old  
O Above  56 ....... old 
The Method of Delivery 
4. I preferred buying my goods 'hvm convenience store.'" 
Marl. cn/y' one OVilll. 
2 3 4 5 6 7 
Strongly o;'3!1= 0 0 0 0 0 Q O StronglyAg= 
5.1 preferred buying my goods online .r.nd pick� in store. � 
Marlr only one OVilll. 
2 3 4 5 6 7 
Strongly [);sag= 0 0 Q O O O O SVonglyAgnee 
'" 
8.'5/2018 °"""""""' ......, """' 
6. I pn!ferred buyW1Q my goods onine o1nd U5nQ COUFRt" eerssees (Poslilju/GDEX). t 
Mark only one oval. 
2 3 4 5 6 7 
7.1 pn!fe-fTed buying my goods onine o1nd pick-up defiverie-s in hub (7-Eleven). • 
Mark only one oval. 
2 3 4 5 6 7 
Strongly C>sag""' 0 0 0 0 0 0 Q Stn,ngly Ag,.. 
B. I pn!ferred buying my goods illid pick-q> deliveries in courie..- br.mche5 (Poslaju). • 
Mark onJy one oval. 
2 3 4 5 6 7 
StronglyDi,ag,ee Q Q Q Q O O O StronglyAg,.. 
9.1 preferred buying my goods� using priv.rte delivery sefYices (Ubef}. t 
Marl. only one oval. 
2 3 4 5 6 7 
Strongly C>sag,ee O O O O O O O Strongly Ag,ee 
10.1 prefem!d to hne al options� when buying goods. t 
Marl<on�one oval. 
2 3 4 6 7 
The Method of Payment 
11.IJ)n!ferredpaymy goods byCOO(�hon Delivfty). • 
Marl< oo� one oval. 
2 3 4 6 7 
Strongly C>sag,ee O O O Q O O O Stroogly Agcee 
12.. I pn!felTMI pay my goods by fun:I tr.lnster" (ATM or- online- banking).• 
Marl.· only one oval. 
2 3 4 5 6 7 
Stroogly C>sag,ee O O O O O O O Stroogly """"' 
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°""'°"""" - °""' 13. lptefernd pay my goods byCn!ditt� �ntsyslrtn(Cl'f!dit:Cant O£Debit.Card}. t 
Marl< only one oval. 
2 3 4 5 6 7 
Strongly [);sag,.• 0 0 0 0 Q O O Strongly Agn,e 
14. I pn!ferred � my goods by nstalmenL • 
Marli ooJy ooe oval. 
2 3 4 5 6 7 
Strongly [);sag,.e O O O O O O O StmnglyAg.-ee 
15. I pteferred to tave .ml option5 move when buying goods. • 
Mafk only one ovaJ. 
2 3 • 5 6 7 
Strongly [);sag,.. 0 0 0 0 0 0 0 Strongly Agree 
Sales Return 
16. I preferred refund if I not �d with the goods . .._ 
Mark only one ovaJ. 
2 3 4 5 6 7 
Strongly [);sag,.e O O O O O O O StmnglyAg,.. 
17.1 pteJarre-d eIChange my goods ifl .-n not� with the goods.• 
Mark onfy one oval. 
2 3 4 5 6 7 
Strongly Disagree 0 0 0 0 0 0 0  Strongly Agree 
1 B. I prefen-ed have zero shipping dYr"ges when return the goods. • 
Mark only cne cwaJ. 
2 3 4 5 6 7 
Strongly Disag,.. 0 0 0 0 0 0 0 Strongly Ag,.. 
19. I preferred to hilw ill options move when buying goods. • 
Mark ooJy one ovaJ. 
2 3 4 5 6 7 
Strongly Disag""' 0 0 0 0 0 0 0 Strongly Ag.-ee 
Track & Trace 
�-°""' 20. I pn:Jerred � notificmons (SMS & EII\M) for the order 5btus. • 
Marli onty one oval. 
2 3 4 5 6 7 
s1rong, o;s.,g,ee O O O O O O O StronglyAg= 
21. I pneJeff'Nf chedl the onlet- .sb1tus by mobile �lion.. '" 
Matkonlyone <Na/. 
2 3 4 5 6 7 
22..1 pn:Jerred d,edc. the onlet- st.dus by website..• 
Marlr only one oval. 
2 3 4 5 6 7 
s1mng,o;,ag,ee O O O O O O O StronglyAg,.. 
23. I pn.oferred to tyve ill options awe when checking the order" mtus ... 
Marl< only onE1 oval. 
2 3 • 5 6 7 
s1rong,o;,ag,ee O O O O O O O Strongly- 
Logistics Service Quality 
24.1 pneferred know the, dehery lbtl!, whl!n buying goods online.. • 
Marl< only one twaJ. 
2 3 4 5 6 7 
s1rong,o;sagn,e O O O O O O O StronulYAG= 
25.1 preferred know lhe delivery time slot when buying goods online. • 
Maril' only one oval. 
2 3 4 6 7 
Strong• [);sag,ee O O O O O O O Strongly- 
2ft I preferred buy product lh..t could df!livl!I" on time.. • 
Mark only one 4'o'a/. 
2 3 5 6 7 
suong, Disag,ee O O O O O O O Strongly Ail= 
<>mnl-01atlnel � Cham 
27. I prererred buy product ttuit. could deliver bst.. • 
Marlf only one ovill. 
2 3 5 6 7 
Strnngly [);sag,.. 0 0 0 0 0 0 0 Stmngly Aga,e 
28. I preferr@d get t1E a.est infonniltion of the- pn,duct.. � 
Malk only one oval. 
2 3 4 5 6 7 
Strnngly [);sag,.. 0 0 0 0 0 0 0 StrnnglyAgcee 
29. I �ITl!d to have liiltP-.1. � of my ordet-. • 
Marli only one oval. 
2 3 5 6 7 
30.1 f)ff'ferr@d midi; Md lrirlce ffl)' oniff. � 
Marlf only one oval. 
2 3 4 5 6 7 
Strongly D;sagree Q Q Q Q Q Q Q Strongly Agcee 
31.1 prellerred buy my goods from� &st of choices.* 
Malk only one oval. 
2 3 4 5 6 7 
Strongly D;,ag,.. 0 0 0 0 0 0 0 Strongly Agcee 
32. I preferred receive my order in good qwlity. • 
Marl< onJy one ovill. 
2 3 4 6 7 
Svongly [);,agree O O O O O O O Strongly Ag,ee 
33. I preferred ftCeiw my order in correct M\OI.Srt.. • 
Mark ooly one oval. 
2 3 4 6 7 
Strongly Disagree O O O O O O O Strongly Ag= 
&'512018 O!ml-aiannel � O\aln 
34. I �ferred buyng my goods in proper pKking. t. 
Mark on1f one oval. 
2 3 4 6 7 
Strongly Dis,g.-ee Q O O Q Q O O Strongly Ag.-ee 
35.1 pnift!.rred l'1!'Ceive complete ordef" in one shot.• 
Mark only one <Hal. 
2 3 4 5 6 7 
Strongly Dis,g.-ee O O O O O O O Strongly Agcee 
Online Purchasing Behavior 
36.1 - likely to buy if the product is easiNto deli:ver" .... 
Marli only one oval. 
2 3 • 5 6 7 
Strongly Disag.-ee O O O O O O O Strongiy Agn,e 
37.1 - likely to buy if the product is e;asier-to �- '* 
Marl< only one oval. 
2 3 4 6 7 
Strongly Dis,g,ee O O O O O O O -Ag.-ee 
38. I - likely to buy if the product is easier- to n!lum when I dSliike the pmduct. • 
Mark only one cwal. 
2 3 4 6 7 
Strongly Disag.-ee O O O O O O O Strongly Agree 
38. I ilffl likely to buy if I can lr.-ck my onler esily. ' 
Mark only one oviJI. 
2 3 4 6 7 
Strongly Disag.-ee O Q Q Q Q Q Q Stmngly Agree 
40. I - likely to buy if my .,..-dee ean deliver- as promised by the company. • 
Mark on1f one cw;;/_ 
2 3 4 5 6 7 
.- 
Strongly Disag"'e O O O O O O O Strongly Ag""' 
C>!ml..ctlar1nef Slffl'1 Chain 
41. I am likely to buy tf I can receive the information easily.• 
Marie ooJy one oval. 
2 3 6 7 
S-gly D,�gn,e O O O D O O O Slrnngly Agn,e 
42. I am likely to buy if� product is receive in good condition. • 
Marie ooJy one cwal. 
2 3 6 7 
Strongly D,�gn,e O O O D O O O SlrnnglyAgn,e 
PollCode lwww poll-pool com\: pygj52wo 
,_,,....,. 
I Google Po-rna 
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